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THEY GIVE THEIR IDEAS TO TRAIN YOUR MEN 


‘These and eleven other “Stars of Selling” who reached the top are giving their know-how to America’s 
. . make demonstrations . . . 


wilesmen as guest stars in a new training series. See how they get in. 
overcome objections . make the close and get the order. Six half-hour film units, priced low to 


fit into your own training program. Get one or all. The coupon makes it easy for you to act now. 


20,717 salesmen who have seen this program say it is ‘‘good”’ or “excellent.” 
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The Jam Handy Organization 
2821 EK. Grand Bivd 
Detroit 11, Michigan 


Attn.: “Stars of Selling” 
Please send me more information about “Stars of Selling,’ the complete six-session 


sales course now available on 16mm black-and-white sound film. 
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SPEAKING 


the trend is to the jet-prop 


VISCOUNT 


The trend to the VISCOUNT has been phenomenal ever 
since mid-’55, when Capital put their first three into service. 


As more VISCOUNTS were added, more people were 


waiting for them ... ticket sales jumped from 80,000 in 
1955 to more than a 1,000,000 in 1956. Based on current 
traffic, more than 3,000,000 passengers will fly the Capital 
VISCOUNT in 1957. 

That's proof of an overwhelming public preference for the 
smoother, quieter jet-prop VISCOUNT. Specify it on your 
next trip. 
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Now Nielsen’s NCS#2 Con- 


firms Individual City Ratings: 


Only 


STATIONS 


are POWERFUL enough 
and POPULAR enough 

to cover 

ALL 3 MAJOR MARKETS 
of Southern California... 
LOS ANGELES, 

SAN DIEGO, 

SAN BERNARDINO. 


Of this top trio 
KBIG is 


V the only independent 
the least expensive 


second in cost-per- 
thousand 


third in total audience 
in Los Angeles, 

San Diego, Orange, 
San Bernardino and 
Riverside counties. 


Any KBIG or Weed man would like 


to show you the documents, 


KBIG 


The Catalina Station 
10,000 Watts 


740 — 
aoe 


JOHN POOLE BROADCASTING CO, 


640 Sunset Bivd., Los Angeies 28, Caltorate 
Telephone: HOllywood 3205 
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HIGHLIGHTS 


PITFALLS IN DIVERSIFICATION 


Marrying two operations is no guarantee that they will perform 
as cheaply as one. Over-enthusiastic matchmaking makes for hit- 
or-miss advertising, diluted sales effort, confused customers. 


A MORE CREATIVE YOU 


Selling yourself short? ‘Try imagining that all your contacts 
wear signs saying “Make me feel important.’”’ How well do 
you listen? Hunt like a honeybee for ideas. The idea you need 
may be your Duds can be 


next one. stepping stones to your 


SUCCESS, 


STRATEGY OF TIMING NEW PRODUCTS © 


When is the “psychological moment” for breaking the cham- 
pagne on a new product’s bow? Production, inventory and de- 
mand factors were closely synchronized by Bell & Howell as 
camera slid smoothly down ways greased 
by sound economies, enhanced goodwill. 


its new electric eye 


WE CALLED IT "VENDORAMA" 


“A sales training workout that paid off in customer relations.” 
So Zellerbach Paper Co. describes its merchandise fair. Partici- 
pants included 81 manufacturers for 
distributor, Zellerbac h salesmen, and 
tomers and prospects. 


whom the firm acts as 


a sizable number of cus- 


FINESSING OUT OF A TIGHT SPOT 


What prompted 68-year-old Shasta Water Co. with over $2 
million sales to jump the fence into the competitive food field ? 
What determined its choice of products? What research, plan- 
ning and promotional strategies saved Shasta from any need to 


back-track ? 


GETTING ENGINEERS’, ARCHITECTS’ EARS 


Four moppets lifting heavy-looking equipment, a gyroscope top, 
2 box the salesman tosses at his prospect, these are some of the 
ingredients in Acme Industries’ promotion of a cooling tower 
too big for lugging around, 59 
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Circulations Publications 


Magazine 
Publishers 


Publications Association 


SALES MANAGEMENT, with which Is incorporated PROGRESS, Is published the first and third Fridey of 
every month, except in May, July, September and November when a third Issue is published on the coum s of 
the month. Affiliated with Bill og ~ Publishing Corp, Entered as second cies matter May 77, 

at the Post Office, East Stroudebers, Pe. under the act of March 3, 1879. Publication onto, & ofc 
4 North Crysta! St., East Stroudsburg, "Pa. Address mail to 386 Fourth Avenue, New Y 

SALES MEETINGS Part I! of Saies Management, is issued six times @ yeer—in Januery, March. i 
July, September and November, Editoria! and production offices: 1212 Chestnut Street, Philadelphia 7. 

WaAlnut 3-1788; Philip Harrison, General Manager: Rober? Letwin, Editor. 
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NO PEACE ON FAIR TRADE FRONT 


On the heels of Dave Beck, the Parke, Davis sales vice-president 
and fellow executives waited among assault and robbery suspects 
for their turn in court. Bail was set at $1,000 and criminal 
prosecution carried with it the threat of a jail sentence. . 


MERCHANDISING YOUR ADVERTISING? 


You can get extra value from your business publication advertis 
ing by having your salesmen make extensive use of ad reprints 
You'll probably discover several new ways to use them in the 
case histories that accompany this thought-stimulating article 


THE EDSEL'S "SILENT PARTNER": ADVERTISING 


Without a “loyal owner,”’ a rung on the status ladder, or even 
a tiny share of the market, the Edsel’s marketers set out to 
achieve a talked-about car with advertising they hope no one 


will talk about. 
CONTENTS 


Advertising 
Advertising the Edsel: A Sales Manager Weighs the Job 


Are You Getting Any Extra Value Out of Your Business Publication Ads? 


Distributor Relationships 
We Called it 'Vendorama" 


Executives’ Personal Problems 
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Staley's ''Brain Paper’: Spin-off from Brainstorming 


Fair Trade 
Legal Battles Ensue when Manufacturers Cut Corners on Fair Trade 


General Management 
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IDEA NO. 112 


Safety Gets a Coffee Break 


A single Bumper Strip sold both 
safety and cotfee for the PAN 
AMERICAN COFFEE BUREAU, 
N.Y.C, To promote safer driving, 
the Bureau had BRYANT PRESS, 
N.Y. lithographers, print a cool 
million of these red-and-black-and 
white messages plugging fre 
quent stops for a “coffee break.’ 
And to hold ‘em tightly in place on 
a million car and truck bumpers, 
they applied three million atrips of 
self-sticking, easy-to-attach 
KLEEN-STIK! 


Outstanding 


P.O.P. ideas 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 


IDEA NO. 113 


Product Design 
Why Wait for Sales to Skid Before You Redesign? 


Sales Aids 
You Can't Buy These RCA Whirlpool Products! 
“How Am | Doing?" Punch Cards Tell These Salesmen Once a Month 


Salesmanship 


. But How Could We Get Architects and Engineers to Listen?” 


Salesmen's Compensation 
Comptometer Abandons Salary, Switches to Straight Commission 
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Human Side They're in the News 


Worth Writing For 80 


JULY #9, 1967 


Sweet Seller for TreeSweet 


A colorful 5-D package replica forms 
the centerpiece of this novel verti 
cal “SLIDE-STIK” for the TREE 
SWEET PRODUCTS CO. of Santa 
Ana, Calif. Ingeniously die-cut and 
scored, it goes together in a jiffy to 
“pop out ite selling story. And 
with the aid of two peel-and-press 
KLEEN-STIK strips on the back, 
it goes up in another jiffy on super 
market shelves, walls, refrigerator 
cases, elc., pomting the way to 
“Today's Best Buy complete 
with large spot for today’s price 
“Juicy” printing and die-cutting 
job bySCHMIDT LITHOGRAPH 


CO., San Francisco 


See your regular printer, lith- 
ographe rr or milk acreen 
winter for more business- 
ney ll KLEEN-STIK ideas 
..or write on your letterhead 
for our free “ldea-of-the- 
Month’. 
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KLEEN- STIK a Inc. 


oneers in Pressure-Sensitives 


Advertising and Labeling 


7300 W. Wilson Ave. @ Chicago 3! 


“METROPOLITANITIS™ 


VERSUS 
26,000,000 


Passenger Car Sales 


Conservatively assuming, 18,000,000 car 
owning households at the national aver 
age of 1.5 passenger cars per car owning 
familie we offer 26,000,000 plus pros 
_ for new or used car replacement 
sale 


Weekly newspapers published in this 
market deliver 19,296,322 circulation or 
more than ten times the 1,839,000 total 
daily newspaper circulation of 433 dailies 
published in markets under 10,000. Also 
as a part of this market, weeklies deliver 
67.1% of your class A rated farm pros 
pects with over 4,262,785 passenger cars 
and 2,702,811 trucks or 27% of all reg 
istered trucks 


The most successful automotive sales 
results are not achieved by the “sub- 
urbia”—“exurbia”—“urbia” slide rules 
With 72.9% of U. S. households (35,- 
500,000) owning passenger cars and 
84% of new car sales involving trade 
ins selling passenger cars (new or 
used) is primarily a 3072 county local 
level advertising and sales problem. The 
county records speak for themselves and 
weekly newspapers are 10 to | more 
reader demanded by homes in markets 
under 10,000 


Call a W.N.R. man for new auto 
motive sales analysis plus information 
about | order, | bill, 1 check service 
plan 


i ) WEEKLY NEWSPAPER REPRESENTATIVES Ine. 


404 Fifth Avenue, New York 18, N. Y. Phone: Bryant 9-7300 


™~ Serving the Advertisers and agencies in behalf of America’s Weekly Newspapers 


Branch Offices: Atlanta * Chicago * Detroit * Los Angeles 


sales 
are 

- ; 
jumping 
- 
in 

— 

Georgia 
One good reason: your dollars 
at The C&S work hard, as 
constructive loans, to insure 
your business future by building 
Southern buying power and sales. 
Example: last year C&S Banks 


financed the sale of 31,171 
home appliances in Georgia. 


The Citizens & Southern National Bank 


Broad & Marietta Sts 

Atlanta 2, Georgia 

Georgia's Largest Bank 

Capital Funds over $33,000,000 
Member FDIC 

NEW YORK SERVICE OFFICE 
500 Fifth Ave., New York 36, N.Y 
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Fastest Growin g 


The daily Free Press is Detroit’s fastest-growing paper—and now 
enjoys the highest circulation in its 126-year history! 


And during recent months Detroit’s only morning paper has made 
greater advertising gains (retail, general, total) than the two 
evening papers. 


For modern marketing in America’s Motor Empire the advertiser’s 


BASIC BUY is the friendly Free Press! 


The Detroit Free Press 
461,167 party. up 15,432 froma year ago 507,128 SUNDAY, up 7,007 


REPRESENTATIVES: NATIONAL—STORY, BROOKS & FINLEY; RETAIL—KENT HANSON, NEW YORK 


JULY 19, 1987 5 


Philadelphia, buying begins at home 


The Bulletin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 


hor drugs, health aids and toiletries, the people of 
the giant |4-county Greater Philadelphia market spend 
$168,037,000 each year. Why do they prefer certain 


products? Largely because of the advertising they read 
in their home newspaper—The Evening and Sunday 
Bulletin 
newspaper with R.O.P. spot and full COLOR 


able seven days a week 4 


And advertisers get a big selling plus in this 


avail- 


The Bulletin exerts a powerful influence on the 
buying habits of its readers. Philadelphians like The 
Bulletin. They buy it, read it, trust it and respond to 
the advertising in it. The Bulletin is Philadelphia’s 
home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets « 
842 Madison Avenue « Chicago, 520 N. Michigan Avenue 


New York, 
Representatives: Sawyer Ferguson Walker Company in Detroit « Atlanta 


Los Angeles ¢ San Francisco ¢ Seattle 


In Philadelphia n “arly everybody reads The Bulletin 


é 
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LET’S EXAMINE 
EDITORIALS THOMAS REGISTER 


Do Your Know Your Competitors? 


Who could have guessed that in 1957 the two giants of the 
cosmetic industry, Revlon and Avon, or the unobtrusive Almay, 
would find that they have a surprising thing in common: an un- 
anticipated new competitor who makes a “nail polish” that is startling- 
ly different. 


The new . . , imply another company 
The new competition does not come from simply a omy 22 913-"" Ques bat 
that has made up its own liquid formula and poured it into an + Edition 


attractive bottle. ‘The new competitor is a new company that has B21 a2 A'0 ALC 1955 Edivion 
come way out of left field with a product representing a brand new ’ Wade Gatien bus che pee 
way to decorate women’s nails. chased fy — and ~ this 
year o ition of TR 
; ; ’ , habitually, nevertheless 
The new product is not a nail polish. It is “a permanent nail (Total 1955 ABC 22,728 
make-up” called TenDay Press-on nail color, consisting of a thin 3,26 = PAID asc 1954 Edition 
ae . ; L: ho did 
strip of plastic film petals which are zipped off a white backing purchase 1988 or 1986 Bal. 
sheet and pressed onto a woman's nails, where they will adhere for Wile onl meals aoe . 
vi are 
at least ten days. every third year This 
group uses TR. haebituelly 
and tell us they do 
Ihe new product is being launched in New York City, following Total 1954 ABC 22,025 
a test introduction in two markets, by Harrison Laboratories, a 34,391 
division of Technical Tape Co. Up to now Technical Tape has 
. _ ¢ - : , — , bone , ‘mate Copies repurchased from 
made its way by selling tape for a myriad of industrial applications. 1,061 ~<r' mgurgeeet Sem 
Essentially, TenDay Press on nail color is nothing more than the oes > slane old and 
° . . . reso at ' - 
familiar industrial tape that can be pressed on and quickly zipped sn li ge pay a 


off, plus a color coating that appeals to women. volume of purchasing 


If you make a product that is perfectly acceptable, and one on 35,452- PAID COPIES 


which you now make excellent profits, can you ever really be sure 


that you won't suddenly be hit by a new competitor who does not 
know anything about your way of doing business, but who has 
figured out an entirely new way to achieve a desired effect? This is the circulation we mention 
from time to time in print and 

Can Gillette or Remington or Schick or Norelco or Sunbeam otherwise. We believe it is a fair 
really be confident that they have mastered the only two ways to evaluation... it is verified, non 
handle man’s shaving problem ? duplicated, accurate and consti 
tutes a valuable unmatched 
“Buyership” contact with the ma 
jor part of the total Industrial 
Purchasing Power of the United 


Try This On Your Ad Theme States. 


Americans love to talk. When we try to buy back year old 
copies a vast number of our subscribers 
: p . ' write to us stating that they use the 

We are indebted to Sindlinger & Co. for the contention that older copies in other plant departments 
during the week ending June 13 100,289,000 people talked about or divisions. The quantity thus used can 
sports, as reported in newspapers and on television. On an average not be accurately determined but a very 
conservative figure we believe would be 


20,000 


day sports engaged the attention of 14,327,000 people. ‘hat was 
11.7% of the United States population twelve years or older. Some 
77 million people talked about the Girard case and 61 million talked .. thus our conservative claim of 


» Deastdans’s Mince a « ‘ 
shout the President's Einess. over 50,000 copies in daily use 
No doubt many of you, when you read this on July 19, will still by American Industry! 


be talking about sports. And perhaps the Girard case will be boiling. 
But chances are the President's illness will be considered ancient 
history. 

This all adds up to the fact that Americans have a vast Capacity 
for talk. Sindlinger estimates that 40 to 45% of those involved in 
conversation are the people who do the talking, and the remaining 
55 to 60% are the recipients of the talk. 

We 


have a hunch that of the 30 most talked-about subjects 


throughout the United States during the week ending June 13 less 461 EIGHTH AVE.* NEW YORK 1,N. Y. 


JULY 19, 1957 


Speaking of BARGAINS... 


~~ 


for lowa PLUS! 
Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc., 
National Representatives 


You get lowa’s TOP radio 
bargain when you buy WHO. 
More lowa families listen 

to WHO regularly, daytime, 

than to all the 56 

other lowa stations COMBINED*! 


* Source: 1956 lowa Radio 


Audience Survey 


WHO Radio is part of 
Central Broadcasting Company, 
which also owns and operates 

WHO.-TV, Des Moines 

WOC-TV, Davenport 
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than half will turn up in Sindlinger’s list of the most talked-abo 
subjects for the week end of July 19. 


‘Think for a moment how rapid is the turnover in subjects tha 
Americans talk about, despite the fact that our communications media 
almost work overtime helping us to talk about our favorite subject 
of the day. 


So don't get discouraged if people don’t “hang 


sales word. 


Feet In Both Fields 


If you think you can identify The Siegler Corp. you may be 
thinking of the company that was a famous name as a manufacturer 
of vented space heaters, which it made almost exclusively until 1954. 
If you are familiar with the name of Siegler’s subsidiary, Hallamore 
you probably are a competitor of a company that has injected itself 
na big way into the sale of electronics equipment to the military 
services, If you are a buyer of advertising to appear on television you 
probably would be surprised to learn that Siegler, which now owns 
Hallamore, is marketing a one-man operated television studio and the 
success of the equipment may determine how well and when you 


advertising is telecast, in some markets. 


his all adds up to the fact that so many old line companies have 
become so diversified that you need a quick course in corporate or 
ganization chart reading in order to keep track of your competitors 


and potential competitors. 


To us, it also means that today’s successful sales executive must be 
unusually well qualified to operate in diverse markets. A sales execu 
tive may find himself happily selling bustles and bras one day, and 
the next day be equally involved in nuts and bolts. ‘The markets may 
differ, the products may have no similarity, but the successful sales 
executive will have a key attribute: the ability to adapt an idea that 
has produced profits in one field and make it pay off again in an 
entirely different field. 


Are you now qualified to meet the challenge to you personally 
in an era of corporate diversification? Siegler, as a heating company, 
had gross sales of $6 million in 1954. Current sales are at an annual 
rate of $75 million. 


How Well Read Are You? 


If you do not regard yourself as particularly well read do not hold 
that as a black mark against your personal development, no matte: 
how much you may regret it as a point of personal mprovement 

President Eisenhower's favorite reading material, according to 
his biographers, is a Western. Obviously, this is tor relaxation, and 
the President is joined nightly by thousands of his fellow Americans 


Most of us, under the pressure of time, must tie our reading in 
pretty closely with our professional interests. | We'll send free to the 
first 25 subscribers who request it the 75-cent “Current Reading List 


for Sales E-xecutives’’| But for general idea stimulation we ought to 


delve into a wide variety of books. 


Now ask yourself how long it has been since you read a book 
that is not directly connected with your industri : 7 ! inction 


as a sales executive. 


SULY (9, b967 


IT TAKES 
TULSA! 


“COVERAGE” 


“WAMPUM” 


A BILLION DOLLAR 
MARKET 


Anyone for a billion dollars? It can 
be had by alert advertisers who realize 
the tremendous effective buying powet 


of northeastern Oklahoma 


Your key to this treasure chest is... 
KVOO-TYV. Tulsa County alone is a 
$500-million market, and Sales Man- 
agement rates Tulsa both a_ better 
quality and a better productive market 
than either Boston or Baltimore! 
Yes, its there tor you through 


Channel 2. When do you start? 


KV 


channel 


For current availabilities ae 
contact any office of Spain: 


the US 
line aircralt—and 
Hinman 
rm manulacturing the 
oduct concern Gilbert R 


ge from 


equipment 


| addition 
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Diet sawn 


ee A department responsible for helping to select, and approving all purchases of, production 


and plant operating equipment is sorely handicapped without immediate access to 


a wide range of manufacturers’ catalogs. 


“Our experience at Grumman has been that the Sweet’s system of pre- filing manufacturers’ 


catalogs in bound, classified, and indexed volumes is most convenient and time-saving. 


Manufacturers who distribute their catalogs via Sweet's render a real service to 


engineers everywhere. And, quite obviously, the more catalogs which are available to us 


in these Sweet's Files, the greater their time-saving value. 9% 9) 


Gilbert R. Herdt, Supervisor, Facilities Planning 
Manufacturing Engineering Division 


Grumman Aircraft Engineering Corporation 
Be thpage, Long Island 


Thoughtlul engineering executives like Grum 
man’s Gilbert Herdt have long recognized the logic 
of a system that keeps manufacturers’ catalogs 
conveniently accessible at all times, to all engineers 
who need them. And hundreds of marketing-wise 
companies give engineers what they want. and find 
most useful, by distributing their catalogs in one 


or more Sweet's Files. 


SWEET’S CATALOG SERVICE 


Division—F. W. Dodge Corporation 
119 West 40th Street, New York 18. 


suppliers can save us engineering time 


If you want increased use of your catalog, in 
the offices which control the great bulk of indus 
try’s buying power, get in tour h with us today. A 
Sweet's representative will gladly give you com 
plete facts about the extent to which your catalog 

pre-fled, permanently bound, classified, and in 
dexed in one or more Sweet's Files—will sharply 


increase the order /call ratios of your salesmen 


Sweet's designs, produces, and distributes manufacturers’ catalogs 


in the following markets; Product Design (Product Design File), 
Plant Engineering (Plamt Engineering File), Metalworking Production 
(Machine Tool Catalogs), and Construction ( Architectural File, 


Light Construction File, Industrial Construction File). Over 


13,000,000 catalog copies, distributed in 1957 for 1,740 companies 


THE INQUIRING 
ADVERTISER: 


“Why Am | Missing 
Sales In Memphis 7” 


Inswered by John Pepper and Bert Fer 
guson, owners of Radio Station WHI, 
M em p/ 


OUESTION: | understand that I may be 
missing sale in 40% of the Memphis 
market. Lllow can | reach—and sell—this 
market? 
Mr. Pepper: WDIA, the first radio sta 
tion in the area to program exclusive to 
Negroes our dominant sales « tact 
with Memphis Negroes who make up 
ver 40% f the Memphis trading area! 


Mr. Ferguson: Low Negro 


¥. newspaper and magazine 
) readership ind low per 
I") centage television owner 
bt | 
ship among Negroes mean 
M 


that you cant effectively 
the emphis vegro through these 
lia 
Mr. Pepper: You don't reac his market 
vith any ‘ since the 
Memphis Neg: liste first and foremost 
to WDIA 

Mr. Ferguson i 37,686 Negroes 
within its idius ider WDIA theis 
station lts all-Negro staff programs ex 
clusively to the Negro’s particular tastes 
to capture the Memphis Negro’s listener 

ship and staunch loyalty 
Mr. Pepper: This sales responsive listen 
ership is backed by a stag 
“ering buying potential ot 
vell over hAalf-billion dol 
‘ With an average of 
of this income spent 

consumer goods! 

Mr. Ferguson: This high volume market 
buys 52.5° f all the shortening sold in 
Memphis 41% of the packaged soaps 
and detergents 5.8% of the de 


dorants 


Mr. Pepper And, before it buys, this 
Memphis market /istens to WODIA 
WDIA, the only 50,000 watt station in the 
Memphis area, delivers your sales mes 
sage to a ready-made market of 1,237,686 
Negroes nearly one-tenth of the na 
tion's total Negro population 

Mr. Ferguson: Scores of such 
year-round national advertisers 

is Taystee Bread, Procter and 
Gamble, Camel Cigarettes and 

Blue Plate Foods rely on WDIA 

to create high volume sales and 

profits for them. WDIA consis 

tently carries a larger number 

of national advertisers than any 

radio station in Memphis! 

Mr. Pepper: With its matchless 
bination f exclusive Negro program 
ming, unequaled power and coverage, and 
hard-hitting salesmanship WDIA 
sells the Memphis Negro market 

Mr. Ferguson: And WDIA can be a high 
powered selling force for you’ Write us 
today Tell us what product you want t 
sell 

Mr. Pepper Let us show you hew 
WDIA can deliver over 40% of the Mem 


phis market to you as a unit 
WDIA is represented nationally by 
John E. Pearson Company 


Vanage 


al 
Harold F. Walker 


Commerc 


CORPORATE CLOSE-UP 


Norelco Shaves Away 
At Remington, Schick's Lead 


Kilroy was there ind being an inventive American, he learned 
to shave the Dutch way—with a _ PhiliShave American name: 


Ni relco ) 


But after G.I. Joe ame home, he tound he ouldn’t buy a Phili- 
Shave. Philips Industries was in Holland. 


So in 1948, Dutch businessmen, who had fled Europe when wat 
ame and in 1942 organized North American Philips Co., Inc., 


decided to import the PhiliShave electric razor. 


Norelco adapting a typically American attitude, made plans to 
grow tast. It now estimates it is number three in U.S.A. sales, 
nudging Sunbeam, but admittedly well behind the front running 
Remington Rand and Schick, which pioneered the electric razor. 


However, Norelco-PhiliShave claims it’s No. | worldwide 


loday as at the kickoff in 1948 Norelco does not have its own 
sales force. National distribution is achieved through 17 manuta 
turers’ representatives, who sell through 2,500 distributors and theit 
1)000 to 50.000 retailers. 


Norelco’s sales chief appears to be perfectly happy with his manu 
facturers’ reps Organization. Despite the company s growth, Philip 
C. Weinseimer, Vice-President, Consumer Products Division, under 
whose leadership Norelco has become North American Philips’ mass 
marketed item, has no plans to hire his own salesmen. 


In selling through manufacturers’ reps, Norelco differs from other 
electric shaver leaders. Remington sells to wholesalers and has 28 
branch managers coordinating promotion. Schick's approximately 100 
man sales force sells to distributors. 


\s an advertiser, Norelco has worked its way quickly into the 
ever-expanding group of firms that invest a million dollars or more 
a year in advertising. Last year Norelco invested $1,024,895, up 
from $229,524 in 1953, according to Publishers’ Information Bureau. 


But Norelco is still well behind Remington (figures not available 
on razor ad spending), and Schick, which last year invested $3,299 
116. Sunbeam, apparently now fourth in sales, invested $473,630. 


Norelco favored magazines with $666,248. Network TV got 
$280,670, and newspapers, $77,977. 


Close mouthed about sales or unit higures, Norelco’s \dvertising 
\lanage H. k. Fry, says advertising expenditures have increased 
at about the same tempo as sales. Last year the company sold out all 
the razors bought from Philips Industries, and could have sold more. 


What makes Norelco’s shaver different? While American razors 
have a reciprocal back and forth, stop-go action, Norelco’s double 
head rotary blades keep up a constant circular movement. Norelco 
has service stations all over the world: 175 in the Dei 


Promoted and marketed in the past to keep in step with consumer 
demand, Norelco has no definite planned sales increase goal. Onc 
ompany official says, ““We just want to sell as many shavers as we 
an Kilroy and G.I Joe and lots of their civilian friends are help ng 


Norek oO do just that 
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TO GET 
TO THE 


TOP BRASS... 


GET IN 


THE TRIB 


* The TRIB reaches a higher concentration of 
high-income families than any other New 
York newspaper... the high-income families 
who buy twice as much of most advertised 
merchandise as the low-income group. 


Get the top of the New York market 


get more sales results per dollar of advertising 
get in the TRIB! 


NEW YORK 


Herald Tribune 


JULY 19 1957 


This product 
gets a new 
“Package 
Design™ 
every day 


of ‘the week 


Every advertiser knows the importance of an 
appealing ‘package design.”’ Appearance is impor- 
tant to a newspaper, too—because what a reader 
sees determines how thoroughly he reads. 


The Inquirer takes no chances with its “package 
design.’’ Every afternoon at three, the executive 
editorial staff meets to evaluate the news—and to 
determine the emphasis and position each item will 
be given. The result is clean, modern make-up that 
achieves page one readership from first to last page. 


This thorough readership contributes to the out- 
standing results advertisers get in The Inquirer. 
And it certainly is another reason why more adver- 
tisers place more linage in The Inquirer than in 
"1 any other Philadelphia newspaper. 

aby 


i¢ 
tie 


Ae Ec Ue Feria Sequins 


Vow in its 24th consecutive year of total advertising leadership 


Pa 


Exclusive Advertising Representatives West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bldg 155 Montgomery St. 3460 Wilshire Boulevard 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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SIGNIFICANT TRENDS 


Marketing News as Viewed by the Editors 


ARE WE ECONOMIC HYPOCHONDRIACS? 
We seem to be! As marketers and businessmen 
we've spent the past four or five years taking the 
consumer’s temperature and feeling the market's 
pulse almost hourly. We've been half-scared, half- 
hopeful that we'd find the deep-down sickness that 
“just had to be there.” We've practically raised a 
generation in good economic health and instead of 
being proud and encouraged by our enterprise some 
of us feel guilty. It’s almost as if we'd cheated the 
Business Cycle out of its downhill ride and now we 
are waiting for this irrepressible monster to take 
its revenge. 


What’s the matter with us anyhow? Our boom is 
in excellent physical shape. Sure, it’s middle-aged, 
and maybe it can’t pump uphill the way it once did. 
But, it can continue to ride the crest—at least until 
the predicted new boom of the ’60s takes over. The 
heart of our economy draws a highly favorable 
cardiogram. Why do so many of us forget this 
picture every time some headline hunter magnifies 
a blemish on our business skin? 


The danger, of course, is that some day we're likely 
to let ourselves get talked into the hospital. J. C. 
(Larry) Doyle, general sales and marketing mana- 
ger of the new Edsel Division of Ford, put it very 
succinctly a few weeks ago—and in the same meta- 
phor. Doyle said: “Any man who probed into his 
physical symptoms as constantly as we do our eco- 
nomic symptoms could very quickly brood himself 
into a real serious ailment.” 

“.. . Rather than analyzing the economy to death,” 
added Doyle, “we need to psychoanalyze the busi- 
ness mentality and see if we can’t drive out this 
tendency toward fear and pessimism.” 


Larry Doyle, himself, is the personification of 
optimism. It’s part of his job as a sales executive 
to be dynamic, daring and confident. Especially is 
this true in his present post which makes him re- 
sponsible for introducing and profitably selling a 
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brand-new automobile—the Edsel—in which his 
company is investing a quarter of a billion dollars. 
Doyle had to build his sales organization from 
scratch, plan the marketing and face up to the 
established competition. 


Here are the odds: Since the invention of the auto 
mobile there have been 2,726 different makes of 
cars introduced in the United States. Only 18 of 
these are being produced today. Statistically, his 
tory gives Doyle one chance in 150 of being suc- 
cessful. Yet he and his company are highly optimis 
tic. What's more, they're aiming for only a part 
of the medium-price market which further limits 


the chance for volume and profits. 


Nevertheless, it’s men like Doyle and companies 
like Ford that keep America forging ahead with 
new products, new ideas, new ventures and new 
opportunities. There’s a need for endless faith in 
the future of the American economy. Lots of people 
have it, including the 2,800 who have applied for 
Edsel dealer franchises. Perhaps all of us should 
read our business diagnoses with more optimism, 
because .. . “economic hypochondriacs” don’t make 


good sales executives! 


CHANGED CREDIT PRACTICES LATELY? 
Recent developments in money availability have 
forced some companies to alter credit policies, re 
ports Dun & Bradstreet, Inc. The direction of the 
change appears to depend on the complexities of 


individual industries. 


For instance, of the companies making changes 
nearly half liberalized their credit policies, while a 
slightly larger number tightened them. Most of the 
companies making it easier on the credit buyer 
lengthened terms. Those firms reining in on credit 
terms divided between cutting time and discounts 


The percentage of companies making credit changes 
was small (12% ) and only an additional 2.7% were 
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Significant Trends (continued) 


onsidering changes. However, 47% of companies 
questioned reported that collections were more diffi- 
cult than a year ago. Only 3% answered that col- 


lections were less difficult. 


It was no surprise to the Dun & Bradstreet inter- 
viewers, on the basis of the above evidence, to learn 
that almost half of the concerns surveyed now 
review their credit files more frequently than they 
did a year ago. None said that they review files 


less frequently 


THE BIG PAYOFF is coming up for 7,000 enter- 
prising appliance dealers and their wives this fall 
when Fedders-Quigan Corp. undertakes the largest 
commercial air lift in history. The air conditioner 
manufacturer intends to fly groups of 700 quota- 
making dealers to Nassau, Bahamas, for expense- 


yaid, week-long vacations. 
| g£ 


The dealers will “work” while relaxing. They'll 
participate in sales forums which will prime them 


for even better selling next year. 


Kedders has become the champ in incentive travel 
contests since it sponsored a Bermuda cruise for 60 
dealers in 1950. Since then, its annual sales trips 
have run as follows: 1953, Hollywood Beach, Fla., 
500 persons; 1954, Nassau, 1,000 persons; 1955, 
Jamaica, 2,000 persons; 1956, Dominican Repub- 
lic, 4,500 


Has it paid? The answer might be found in these 
figures: Sales volume in 1949 was $27 million; in 
1956 it hit $65 million. 


CONSUMERS SPEND 88c out of every dollar of 
income and save the rest. That's not a report for 
fiscal '57, but the average over the past six decades! 
There have been no basic changes in the spending 
and saving habits of U.S. consumers in three gen- 
erations. Apparently, neither motivational research, 
four-color ads nor professional salesmanship has 
been able to get consumers to increase their spend- 
ing to saving ratio in any appreciable degree. 


This startling analysis is incorporated in a study 
by Dr. Milton Friedman entitled, “A Theory of the 
Consumption Function” (published by Princeton 
University Press for the National Bureau of Eco- 
nomic Research). U.S. wage earners, reports Dr. 
Friedman, spend 95% of their incomes, save 5%. 
Farm families save 10% to 15%. City people in 
business for themselves save the most—15% to 
20% of their incomes. The six-decade average for 
all consumers of 12% savings and 88% spending 
“has shown no systematic tendency to rise or fall.” 


Is it coincidence or pattern? Frankly, we don't 
know! There have been a lot of socio-economic 
changes in the last half-century. Income distribu- 
tion is more equal. Farmers as a percentage of 
population have declined. The need for personal 
savings has diminished with the growth of social 
security and pensions. Yet, the same spending- 
saving ratio prevails. 


Every year the nation’s consumers have decided to 
spend less than nine-tenths of each income-dollar 
on products and services, while salting away a little 
more than one-tenth. This seems to indicate that 
even in this age of persuasion, we have yet to make 
a dent in the traditional bulwark of thrift. And, 
while it may be un-American to say it, savings rep- 
resent just as real a competitor to a marketer as the 
products that are sold alongside his product. 


There’s another angle from which Dr. Friedman's 
figures can be viewed . . . and this one is compli- 
mentary to marketers. During the years since the 
turn of the century, per family income has risen 
tremendously, both in dollar amount and in pur- 
chasing power. Conceivably, consumers could have 
saved their extra income. Instead, they chose, or 
were persuaded, to spend the surplus dollars on 
“better living.” These dollars which are spent after 
satisfying basic needs and after saving $12 out of 
every $100, are the strength of our economy. Per- 
haps we, as marketers, can rationalize and overlook 
the 12% we don’t get. (After all, savings are vital 
to our economy, too.) But, let us also remember 
that consumers—as a group—have a cushion of 
billions of dollars that’s being kept for a rainy day! 
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Reformed 


Just mention his wherever 


people buy advertising 


name 
make ads, 
or offer space or time for sale 
Someone around the place is all 
but certain to know Edward Adolph 
though maybe not by 
By “Bud 
For our Mr 


Schirmer, 
that name more likely 
Schirmer’s been 
around and he’s a hard man to over 


look. In the 


field for 25 years 


magazine publishing 
he worked his way 


San 


from space 


eastward and upward from 


Francisco to New York 
salesman to executive vice-president. 


CAMPBELL-EWALD Advertising 


spaceman 


Along the way, he learned some 
things that make him extraordinar 
ily useful to us and our clients 
selling 


He learned a lot about 


the kind of vigorous, forceful, posi 
tive salesmanship that seems to be 
in short supply today 

He acquired a good deal of practi 
cal knowledge about the marketing 
solutions of nearly 


that 


problems and 
kind of 


national advertising 


every business does 


And he deepened and sharpened 


his native liking for, and understand 


Detroit * New York *« Chicago * Low Angeles © Holl 
Washington « Denver * Atlanta « Dallas « Kansas Cit 


what they 
they 


makes them laugh and 


ing of, people respond 


to and what don't, what 
what stir 
them to action, what makes them 
buy your product instead of another 

As Senior Vice-President, Directo: 
of Client Relations and Chairman of 
the New Busines 


Bud 
one of our most active and energeti 


(Committee 


gregarious and ubiquitous wheel 
We're glad that in 1953 he agreed 
ability and 


And 
glad Loo 


to bring his knowledge 
vitality into Campbell-Ewald 


we think our clients are 


wood © San brancisee 


* Cincinnati 


32% of all readers 15 years and up in New York City and suburbs 

owning a home or office air conditioning unit, read The News... 
Source: Profile of the Millions ...a study conducted — 

by W. R. Simmons & Associates Research, Inc. 


Approved by the Advertising Research Foundation. 
Any New York News office can show you Profile. 


SALES MANAGEMENT 


Air Conditioning? 


... Lhe News has more readers owning an 


air conditioning unit than the New York Times 


and Herald Tribune combined...and more 


than any evening newspaper: 


\ir conditioning buyers are customers for 
comfort...with the spendable cash to match 
their taste. And in metropolitan New York 
you reach the largest number of owners in the 
News... which delivers 

70,000 more than the ‘Times 

80,000 more than the 

W orld-Telegram & Sun 
100,000 more than the Post 
120,000 more than the 
Journal-American 
120,000 more than the Mirror 
140,000 more than the Herald Tribune 


/ 


These buyers are your prime prospects for 
better home furnishings, upper price lines, all 
quality merchandise, the best national brands, 

Ihe News also gives you more customet 
for new cars, more readers in families with 
$10,000 and up incomes, more in the $5,000 
plus bracket, more college trained, more home 
owners, more of everything else. 

In the biggest and best market, The News 
with 4,780,000 readers daily gives you more 
because it has more to give! The News merit 
top choice for volume turnover and profit 


Ask for the full facts, 


The [of News, Vew York's Picture Newspaper. . . 


with more than twice the circulation, daily and Sunday, of any other newspaper in America... 
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Key warm air heating and 
sheet metal contractors. 


Don't just take our Research Department's word for it — or anybody 
else's. Check around right in your own “backyard.” 


You'll confirm that, despite claims and counter-claims from others, 
it's the better Warm Air Heating-Sheet Metal dealers who are selling and 
installing the bulk of the Residential Air Conditioning. 


So what can WE do for you? Simply this: American Artisan’s editorial, 
circulation, and advertising leadership is based on an all-important factor 
the KEY dealer. 75 to 80% of the total business in Warm Air Heating, 
Residential Air Conditioning, and Sheet Metal Contracting is done by 20 
to 25° of the dealers. These are the KEY dealers — and American Artisan 
has them as PAID readers. They are the major buying influences and the 


major selling influences. 


Reaching them in the pages of American Artisan is a basic part of 
your sales program. 


AMERICAN ARTISAN 


AIR CONDITIONING HEADQUARTERS 
KEENEY PUBLISHING CO. 
6 N. Michigan Chicago 2 
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LETTERS TO THE EDITORS 


now wait a minute! 


Eprror, SALES MANAGEMENT: 

Like your friend, and our com 
petitor, Bob Johnson [ vice-president 
and assistant to the president, United 
Air Lines] we are somewhat cha 
grined. In our case the distress re- 
sults from having read your editorial 
“Somebody's Always Sitting on a 
‘Tack” in the June 21 issue. 

‘The answer to your question as to 
whether the railroads have indicated 
regrets at having to substitute equip 
ment is very simple. It has been the 
consistent practice of the Pennsyl 
vania Railroad since the early days 
of World War II to make apology 
to its passengers when they were in 
convenienced because it became ne 
essary to change equipment at the 
last minute. Just to prove it | am 
attaching copy of a small card form 
now regularly used for this purpose. 
But we do not use the card alone 
and do, in fact, make specific personal 
apology whenever possible to custom 
ers so inconvenienced. Like the ait 
lines, we are always disappointed 
when it is necessary to substitute 
equipment but have long felt that our 
customers deserve both an apology 
and an explanation. Happily enough 
at the prescnt time it is not often 
necessary to make substitutions of 
equipment, 

“Backward” is definitely not the 
direction in which we are looking. 
We are, on the ontrary, trying to 
find ways to put our passenger bus 
ness on a sound basis “in an era that 
history books will record as ex 
tremely prosperous,” even though we 
are constantly faced with heavily sub 
sidized competition 


S. W. Seeman 


Manager, Passenger Sales Promotion 


‘| he Pennsylv ania Railroad Co. 


the tax bite 


Epiror, SALES MANAGEMENT: 
Regarding ‘“The Tax Bite’ in the 
June 7 [see p. 120, The Scratch 
Pad] Sates MANAGEMENT, enclosed 
iS a Copy of ;j *tter I received fron 
Antoni N Sadlak 


Connecticut, who has introduced a 


Congressman 


bill that needs support. 


At a recent American \lanage 


19, 1987 


ment Association conference in New 
York recently, no one ot the large 
industrialists present knew anything 
about Sadlak nor his bill—at least 
none would respond to the speaker's 
request for more intormation trom 
the audience. 

Yes, | am for squeaking and I am 
squeaking 

| have always felt that more mon 
would be reinvested, and more taxe 
n the long run would be raised it 
business men could reinvest some of 
their earnings, rather than let the 
government invest it for them. 


J. M. Grolimund 


President 
H. & A. Selmer, Ine 
elkhart, Ind. 


the dinosaur man 


kprror, SALES MANAGEMENT: 

the splendid article in your 
\lay 3 issue on Page 46 [The Man 
Who Farms Dinosaurs] about out 
unusual business. It brought us fine 
results. 

We have sent along a Dinosa 
Crizzard Stone (a stone which a 
Dinosaur swallowed to assist in di 
resting its food, similar to a chicken 

We hope you will enjoy it—per 
aps as a paperweight. 


Carlton S. Nash 


Nash Dinosaurland 
South Hadley, Mass 


they'll work for him 


Eprror, SALES MANAGEMENT: 

We want to take this opportunit 
to thank you tor the wonderful ar 
cle written by Mr. Ernst J 
Wachsmuth in the April 19 issue 
How to Get More Distributor 
Working for You] This 
irticle regarding distributors’ sales 
men working for a manufacturer fits 
our distribution picture 


We have taken this 


torward our copy oft this magazine 


salesmen 


opportunity to 


o our field sales management 


Your articles ha c alwavs bee: 


{continued on page 23) 


Biggest Buying 
in Upotate 
Wisconsin... 


.. Is in Green Bay where 


475,000,000 wholesale- reta:! do! 
lars changed hands in ‘56 


In this independent market you'll 
get results fast for whatever you 
test, tell, sell or show We say 
“it only takes ONE tn Green Bay 
and advertisers agree by keep 
ing the PRESS-GAZETTE first in 
national linage in upstate Wi: 
consin! Full color available 


All business is local... 
So are newspapers! 


THE GREEN Bay 


PRESS-GAZETTI 


Phil A. McClosky, Manager, General Advert 
Green Bay, Wisconsin 


PROMOTING OR 
PRESSURIZING 


TOveO 


BALLOONS 


DO THE JOB 


FOR YOU! Y 


Any pro in promotion knows 
young and old respond to bal- 
loons, and in “pressurizing” 
well, parents purchase where 
kids get premiums they like, like 
balloons 


Toyco gives better deals on im 
printed balloons—smaller 
quantities at lower cost! Order 
as few as 500, if that serves your 
need. Toyco 7” round balloons, 
printed one side, $17.50 per 
thousand; printed two sides, 
$22.75. Toyco #413 Airship (4” 
diameter, 18” length) $16.45 per 
thousand, printed one side; 
$21.70 printed two sides 

Toy with the TOYCO thought 
for your promoting or 
pressurizing 


FOREMOST 


DIVISION 


Ashland, Ohie 


Newsweek Surpassed Al] 
General Weekly Magazines In 
Advertising Page Gains During 
The First Six Months of 1957 


Source: Publishers information Bureau 


_a powerful testimonial to 


Newsweek's com-mu ni-ca tive 
a udie mce (circulation now topping 1,100,000) 


icross-the-board ‘advertising progress 


NEWSWEEK's recent 
for the fact that it accents a 


might seem spectacular but 
uptrend. During the past five years, for instance 


teady 
moved up from ninth to sixth place among all 


NEWSWEEK has 


magazines in volume of idvertising carried 


Very largely this reflects advertisers’ increasing appreciation 
ommunicative quality of the NEwsweek circulation 


of the 
“marketing value” of its 


multiplying several times over the 


already substantial size-—over 1,100,000 


com-mu’‘ni-ca‘tive people 


spark the chain reaction of public opinion 


Communicative people are those with the capacity for 
influencing the opinions and actions of others in their 
home, business, social and community relationships. 


NEWSWEEK is edited specifically to satisfy the wide-ranging 
interests and mature minds of communicative people. It not 
only gives them all important news clearly, accurately 


objectively but also in the light of its significance. 


Corollary result: NEWSWEREK’s audience represents the heavi 
est concentration of executives and high-income readers ever 
achieved by any magazine with one million or greater circulation. 


in sas. 
i . ' ive 
the magazine for com: mu ni-ca't 
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LETTERS 


interest to us and I know they will 
continue to be so in the future. 


Robert B. Ogg 


Merchandising Supervisor 
Service Products Sales 
Kimberly-Clark Cory 
Neenah, Wisc. 


far from stagnating 
Ieprror, SALES MANAGEMENT: 

Did | ever tell you about Audrey 
Baker . . . who had the idea for that 
cartoon? (p. 92, SM June 21, “In 
coming, Outgoing, Stagnating.”’) 

She was run over by a train at 
Palo Alto commuting from San 
Francisco and when she got out 
of the hospital, with her right arm 
amputated at the shoulder and her 
right leg amputated above the knee, 
she went back to her job as office 
manager of the San Francisco Exami 
ner’s advertising department . . . and 
organized “Opportunities Unlimited” 

for amputees. What a gal! 

Lionel B. Moses 


Vice-President 
Parade Publications In 


Chicago, I] 


madness of bigness 


Eprror, SALES MANAGEMENT: 

| do not know when | have read a 
more provocative, persuasive, and im 
portant editorial on advertising than 
your recent comments on [The 
Madness of Advertising Bigness’’ 
March 1, p. 30.| 

You might be interested to know 
that, in addition to my seeing it in 
your public ation, | have already re 
ceived two reprints of the article, one 
from Joseph Buell, Jr., of Popular 
VWechanics, and one from Charlie 
Horn of the Los Angeles Examiner. 
\pparently, these gentlemen and their 
organizations agree that you have said 
something that needed saying for a 
long time. 

We have tried to tell clients for a 
long time not to get volume crazy, 
and we intend to use your pertinent 
comments to help us put over the 
idea that selectivity, quality, and other 
words ending in “‘ity ’ can mean more 

advertising than size alone. 


David R. Fenwick 
Vice-President 
lelwood | Robinsor VS 


Los Angeles, Calif 


SULY #9, $997 


THE Boy 


THE BALLOONS AND YOI 


One day a boy wanted to earn some money. | le used 
his capital (25¢) and bought fifty balloons. He blew 


them up, tied them with string, and went out to sell. 


He passed the crowd at the Opera House, for his 
business was not with music-lovers. He didn’t stop in 
the busy streets downtown, either. But out at the 


Fair Grounds he sold all his stock, real quick. 


What the boy knew by instinct—to go where the 
people are in the mood to buy—is a sales fundamental. 
That is the job of Good Housekeeping; to create a 


selling climate by creating desire and demand. 


It is the job Good Housekeeping does best, as the 
official Lloyd Hall figures prove. Each year, and every 
year, this magazine publishes more pages stimulatin, 
the desire, creating the demand for goods and service: 
among millions of women, than any other publication 
in its field. Kor we never forget that out basi job 1S 
to tell the woman what she wants to know most; how 


to improve her home, her family, herself. 


This is the sales mood, the proht climate, for your 
story. We tell her how, and what, and why. All you 
have to do ts tell her which. In Good Hous« keeping. 
Call us today. 67th Street & 8th Avenue, New York. 


Yi w . 
, on. by * 
% ee Houseke a 
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New Survey Proves 


Ever Greater Recognition of 


REYNOLDS WRAP 
ALUMINUM 
PACKAGING SEAL 


RE RE 
7 


EY REY! REY REY! REY! 


LCCECY 


A leading market research organization has just 
completed a brand new survey of America’s best- 
known consumer product seals at the request of 
Reynolds Metals Company. Outstanding result was 
the showing of the Reynolds Wrap Aluminum Pack- 
aging Seal. Only 4 years old, this Seal scored an 
83.3°. recognition with a typical cross-section of 
housewives across the nation—up 11% from previous 
survey results a year ago. 

Of great significance to the packaging industry, 9 
out of every 10 of these women could recall where 
they had seen the Seal. But even more important in 
merchandising packaged products, 6 out of 10 of 
these women stated a definite preference for products 
bearing the Reynolds Wrap Aluminum Packaging 
Seal. Reasons cited included: “freshness”, “protec- 
tion” and “guarantee of quality”. 


This is your assurance of repeat sales won by the 
conviction of quality for products protectively pack- 
aged in aluminum foil. It’s the big advantage you get 
in addition to the head start your sales get through 
the greater eye-appeal of gleaming aluminum. Put 
this double sales power to work for you. Call the 
nearest Reynolds Sales Office (all principal cities). 
Or write to Reynolds Metals Company, General 
Sales Office, Louisville 1, Kentucky. 
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Guy. QUALITY 


YNOLDS WRAP } 


ALUMINUM 
PACKAGING 


MeCas BUA) - 
Riis TT 


13 BILLION CONSUMER IMPRESSIONS... MORE EVERY MINUTE! 


On market shelves everywhere the Reynolds Wrap ... huge outdoor and sparkling indoor spectaculars 
Aluminum Packaging Seal stands out on more ...and national network television every week. 
and more millions of packages. Millions more are It’s cumulative sales power...put Reynolds Wrap 
added by full-color full-pages in national magazines Aluminum Packaging Seal to work for you! 


See “Circus Boy”, Sundays, NBC-TY. Watch for Reynolds on Disneyland’, ABC-TV Network 
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“WE HAVE TO REACH 
EVERY BUYING AREA” 


S. N. Rosenthal, President 
of Speedry Products, Inc., 


Tells How Business Magazines 
Help Cover an Industry-Wide Market 


“Our indelible marking devices and Instantdry Inks are 
used in so many departments,”’ says Mr. Rosenthal, “‘that 
a salesman can’t hope to contact each prospect. We find the 
best way to introduce products is through advertising in 
business magazines. It’s the most direct way —and the most 
economical way—to get our story to the people we want 
to reach.”’ 

Here’s another example of ‘“‘mechanized selling”’ at work. 
When you advertise in business magazines, you arouse in- 
terest in your product, create preference for it, free your 
sales force for the productive tasks of making specific pro- 
posals and signing orders. 

IF WHAT YOU MAKE OR SELL is bought by business 
and industry, the place to “‘mechanize”’ your selling is in the 
magazines serving your specific markets. You will find you 
can usually do this most effectively in one or more McGraw- 


Hill magazines. 


McGRAW-HILL PUBLICATIONS 


McGraw-Hill Publishing Company, Incorporated 
330 West 42nd Street, New York 36, New York 
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“Our product story is best told first by business magazines,” 


says Sidney N. Rosenthal, President of Speedry Products. 
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Know 
Charlotte 
by the 
company 
it keeps 


Bank debits ‘a dependable 
ndication of business 
activity,’ show Charlotte keeps 
ompany with many “‘first 
fifty’ cities.” For major results, 
give Charlotte a major 
ippropriation. And, of course 
pend it on WBT Radio 
which exceeds the next largest 
Charlotte radio station in 
total weekly coverage 
NCS #2) by 894.9% 


(oles Monngerenl 
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Let's Take a Look at the Pitfalls 
In Diversification ! 


Over-enthusiasm for cost-savings through combining dup- 

licate functions can lead to compounded confusion in 

sales and advertising. What can happen? ... 

“ Salesmen's efforts can become too diluted to be ef- 
fective. 

“ Cost-to-sell figures may become totally misleading. 

“ You may encounter adverse reactions from customers. 

“ You may lose sight of the specialized nature of some 
of your markets. 

“ Your advertising may tend to veer too strongly to the 
“shotgun approach." 


at 
wy 


By WALTER M. HARKS 


I hei problen s at the execu ( olidation ill iown 
evel are readily solvable in reductio: eq ially feasible 
t administrative expense. Cine set ot Untortunatels manpowe! onsol 
othcers and one board of directo hation made 0 Icce fully at top 
y take the place of two ¢ nore orporate levels, become le ind le 
One panel of junior executive t the efte e as the lower echelons of the 
idministrative level an orporate tructure ire penetrated 
if-making otent | rout nore merged ompanie i ed fi lhev n 1y in Tact ha e just the re 
the nherent dar vers ol number, Other econor 
rowt} } 


It preads the t 


here to stay. 
ive 


A significant portion ot the 
dollar 


u ually 


» of merged companies 


and total selling ex 
a large figure in a 
Its rela 
ze in the operating statement 


eptionally iInerable to 


re . ‘ . ' 
i reduce anad-save progran 


Consolidation of Manpower 


ell ny expetise 1 invariabl re 
the field lhe 


auditor of a group of 


lated to manpower in 
ontroller o1 
liversified companies under a consoli 
lated operation may not see the need 
for more than one man in a given 
additional 
lorce perfluous in terms of salar 


territor lo him any 


ind tra eling expense He looks with 
equal distavor on the maintenance of 
duplicate branch office and warehouse 
facilities for the diversified lines, not 
ealizing that these may be essential 
Maintaining a Competitive position 
le | ible to project on paper a 
vorthwhile reduction of expense by 
isolidation of manpower and fa 

ind on paper the prognosis 

looks rosy. His recommendations, if 
idopted, will undoubtedh 


mmediate monetary gain. It i 


reflect an 
in the 
lony pull however, that the fallacy 
of the reasoning how up Hle ha 
tarted 

listorted 


follow 


with a misconception and a 


onclusion must inevitably 


Manpower consolidated in the field 
it the sales level accomplished by 
ntegrating the diversified products 


tlesman’s package. The rea 
oning behind it has some elements 
t logic. “The 


i territory. Hi ilary is a fixed iten 


salesman l resident in 


of expense ind certain traveling ( 
c ire ‘cessary to cover the ter 
ror If 
hould * po ible to train him in 


average intelligens 3 


ified lines so that he can 
ompetently solicit: business in all of 
them Having more lines to handle 
he will have more potential customers 
n each town in his territory and more 
of his time can be devoted to sales 
with a minimum of traveling So the 
reasoning Zoes lo the executive with 
no experience as a spec ialty salesman 
there is no flaw in the argument 
But how efficiently can product in 
tegration be applied to an average 
ales force? 
The answer lies largely in the 
produc ts themselves, and in the com 


petitive conditions existing in each of 


"The diversified salesman has 
two choices: cover all products 
in the time normally allotted to 
one, or present one product 


fully and gloss over the others." 
, SAORI RIT 


the product lines. If the diversified 
product lines are unrelated, and re 
quire technical knowledge on the part 
of the salesman, they are not likely 
adequate representation 
from one man. Specialty selling is an 
itself, demanding 
knowledge of product. 


to receive 


art in thorough 

If the product lines are kindred 
and are sold to the same general class 
of trade, adequate coverage of a ter 


ritory by one man is possible, par 


ticularly if he has some engineering 
background. A multiplicity of unre 
lated lines, however, takes the sales- 
man out of the specialty field and 
relegates him to the category of a 
jobber’s salesman. If a competitor's 
product in any one of his diversified 
lines is offered to his trade by a spe 
cialty man devoting full time to that 
product, he is at a distinct disadvan 
tage. 

His sales efforts become diluted. 
He gradually loses ability to concen 
trate on all products equally, and he 
vravitates to the one that has most 
interest or least sales resistance. Little 
by little he loses caste with his cli 
entele as an authority on the lines he 


prone to neglect. A shrewd buyer 


"Big game is brought down with 
rifle bullets, not buckshot." 


becomes more conscious of his divided 
interest than he does, and often re 
veals his attitude in the greeting, 
“Which hat do you have on today, 
Joe?” 

‘This pitfall may never be recog 
nized in a cold analysis of selling costs 
in the executive ofhc e. and it is doubt 
ful whether the salesman, himself 
realizes his company’s position is being 
weakened, ‘The combined dollar vol 
ume of his diversified lines may hold 
at a level consistent with his salary 
and his expenses may be well within 
his budget. But the potential sales to 
be realized in each product line 
through a 100% effort of a specialized 
man—and at no greater percentage of 
sales expense—have been needlessly 
reduced by exposure to competitive 
specialists who are not weakened by 
diversified product lines. 

Ihe executive who is tempted to 
enforce his reduce-and-save policy at 
the sales level and dilute the effec- 
tiveness of his men in the field would 
do well to reflect before taking such 
action. ‘he most important man on 
his staff is the salesman who brings 
in the order. Big game is brought 
down with rifle bullets, not buckshot. 
Decisions on the consolidation of sales 
manpower should be made at the sales 
level, and they should be made from 


"'Bigness' has never been re- 
cognized as a motive for buy- 
ing. It can never replace quality, 
service, and integrity in the 
buyer's mind." 

ee 


the standpoint of competitors’ prac 
tices in a territory. When made at a 
top level from the standpoint of ex 
pediency or expense reduction alone, 
they stunt the corporate growth which 
should result from diversification. ‘he 
first blush of expense reduction from 
this source soon fades. 


Customer Relations 


If sales problems increased only in 
direct ratio to the number of prod 
uct lines added to a diversified op 
eration, life for the director of sales 
would be comparatively smooth, But 
new problems in customer relations 
arise out of consolidation of unre 
lated companies. 

‘The buyer, for instance, who has 
been regularly purchasing Company 
A’s widgets and Company B’s gadg 
ets, learns that A and B have been 
merged and that their operations are 
being consolidated. “The full implica 
tion of this does not strike him until 
the salesman from former Company 
A makes his regular call. The buyer 
has a pressing problem arising out ot 
an order he has placed with Com 
pany B. Company A’s salesman is a 
specialist only in the product line of 
his own division, and must tell the 
buver he has nothing to do with gadg 
ets, but will be glad to relay the 
complaint. ‘The buyer may be gra 
cious enough to settle for this, but in 
his own mind he is new doing busi 
ness with Company AB, and he re 
sents the failure of a representative 
of the new company to help him in a 
direct way. He cannot understand 
why he must deal with more than 
one man. Customer relations are 
jeopardized. 

The dilemma in this situation is 
apparent. The salesman can be given 
a course of training in gadgets and 
assigned to handle the account for 
both lines. When this is done, how 
ever, his sales efforts on each prod 
uct line become diluted. Add a third 
and a fourth product line for the 
same buyer, and the salesman is sure 
to be asked the “Which hat 
question on his next call. 

His weakened effectiveness may be 
better understood by analyzing the 
position of the buyer. If products A, 
B, and C are presented by three sep 
arate salesmen, the buyer will nor 


(continued on page 82) 
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Today’s consumer has considerably more actual pur- 


chasing power than his 1947 counterpart — despite 
the ravages of inflation. This statement is illustrated by 
the fact that while the Consumer Price Index has risen 
15% over the 1947-1949 average, dollar wages 
have jumped an astounding 45%. The differ- 


ence gives the wage earner the advantage of 


Electric Steam Iron 


Light Bulb (100 Watt) 


Sedan, 4-door (Ford) 


Gasoline (1 gal.) 


a 3% per year average net increase in his buying 
power. This means that a worker can buy a pair of 
overalls for 2 hours of his working time, compared to a 
little more than 3 hours in 1947. If we take into 
consideration price increases of various products, 
here’s how the worker’s ‘‘time-cost”’ has 


changed: 


IN EARNING TIME 


Bacon (1 Ib.) 


Milk (1 qt. delivered) 


Bread (1 tb.) 


Detergent 


Shirt (Broadcloth) 


Source: Division of Marketing and Research, 
Macfadden Publications, Inc., New York, N.Y. 
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TH EY’RE IN THE NEWS BY HARRY WOODWARD 


Maytag: New Line, 
New Marketer 


Some 33 years ago a young—19 
and brash lad, just out of high school, 
applied to a Maytag dealer for a 
salesman’s job. He was attractive to 
look at and talk to and he seemed to 
burn with the intense ambition that 
characterizes all good salesmen. He 
got the job. Recently that boy, Claire 
(GG. Ely became v-p in charge of mar- 
keting for Maytag... His first job: 
salesman for a Minneapolis Maytag 
dealer, Later he became the dealer's 
sales manager. He joined Maytag five 


years after he began selling the com 


pany’s products. In 1929 he was hired 
as a district manager. In 1945, he be- 
came assistant branch manager in 
Kansas City, branch manager there 
in '47. In '52 he was brought into 
the company’s Newton, Iowa, head- 
quarters as manager of product and 
market planning, understudying Roy 
\. Bradt, whom he now succeeds, Ely 
has seen some stunning changes in 
\laytag’s home washers since he 
oined the company. ‘The models, done 
ip in high-style pastels, look as if 
they should grace a Fifth Avenue 
beauty parlor. And the company’s pro 
gressive design outlook helped account 
tor 1956 sales of over $113 million, 
topping 1955 by $19 million... Re 
cently Maytag’s top marketing man 
became a granddad. Says this Ely off 
spring will have diapers laundered 


only by Granddad’s washers! 


32 


He Sells 20th Century Metals 


metals you may never have 
heard of: zirconium, hafnium, colum 
bium. ‘They’re metals that are being 
developed for our electronic and 
nuclear age. And James A. Roeme: 
president of Mallory-Sharon Tita 
nium Corp. has been elected president 
of a brand new company, Reactive 
Metals, Inc., formed by M-S and 
National Distillers and Chemical 
Corp. The object: to provide facili: 
ties to produce and market metals 
with good nuclear and corosion prop 
erties tor use in atomic power rea 
TOTS . « « high strength light weight 
metals used, for instance, in 
craft. Roemer has a broad, varied 
experience in the metals field. A grad 
uate of Oberlin College, he worked 
during his summer vacations in steel 
mills. And he has spent his entire 
career in a variety of sales and ad 
ministrative posts in well-known 
companies ( Superior Sheet Steel, 
Central Alloy Steel Co.). He's been 
president of Mallory-Sharon since its 
beginning in ‘51. During his away 
from-work hours he “thoroughly en 
joys’ hunting and fishing and that 


sport-ot-executives golf 


He's A Winder Now 


Raymond (which no one calls him ) Harvey (which 


everyone does) Whidden has probably spearheaded the 
sales of more pens and watches than any salesman in the 
country: This ex-World War II PT boat captain 1s now 
assuming his new duties as v-p of Bulova Watch Co 
Inc., after serving it as general sales manager since 1956 
And before he joined Bulova, Whidden was v-p in charge 
of sales for W. A. Sheaffer Pen Co. Big, affable, almost 
typi ally, in appearance at least, Hollywood’s idea of a 
ccessful salesman, Harvey Whidden has always been 
*s. He left Northwestern in 1934 to take the job 
of distribution manager for Weco Products in Chicago 
Four years later he joined Sheaffer as sales ipervisor 
the Wholesale Division. When he was only 36 he 
the company general ales Manager when ale 
an all-time high He was on the pot. 
ished Sheaffer sale igher Now he'll have 


- on his hands 
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25 Techniques to Help You 


Learn to Be More Creative 


Some people seem to be "born creative thinkers.'’ Others 


multiply their output of ideas because they take the 


trouble to develop attitudes and behavior patterns that 


lead to ideas. Here are some ideas on how to get ideas. 


By WHITT N. SCHULTZ 


In my writing, training, inventing 
advertising, sales and public relations 
work | find I'm 


over and ove! 


uccessfully using, 
again, twenty-five 
tested, creative thinking techniques. 
I'd like to share them with you. 
I guarantee they'll step up your 
creative power. 
Here they are 
1. Realize there a treasure in yout 
head—a gold mind between your ears, 
According to Dr. W. Grey Walter 
top British neurophysicist, over three 
billion billion dollars 
needed if science were to build an 


electronic computer that could match 


would be 


the human brain 

Learn to use your brain power 
your Lhinkubator 
solve any problem with ideas 


Know you 


’ Write down a minimum of one 


idea per day on these broad subjects: 
\. How 
B Hlow 


C. How 


can | do a better job? 
can | help my fellow man ? 
can | help my company ? 


can L help my country? 


3. Write down your specific goals 
in lite. Carry this list with you al 
wavs. Read it over every morning 
before you start the day, and every 
night, just before going to bed. Make 
t a part of you Point your creative 


thinking in the direction you want to 


j4 


+. ‘lake notes. Capture the hun 
dreds of ideas you have the moment 
they come to you. Create an effective 
idea trap. (Put pads of paper and 
sharp pencils within easy reach—for 
day and night use. ) 


5. Build an Idea Bank. Deposit 
your ideas in your Idea Bank. Draw 
from it often. Keep building up your 


Idea Bank account. 


6. Observe with application. Ab 
sorb while you observe. Look at every 
thing as if it’s the first—and last! 


time you ll see it! 


7. Develop a strong curiosity about 


people, places, things. ‘Talk with the 


other person's interests in mind. Imag 
ine every person you see has this sign 
hanging around his neck: “MAKE 
ME FEEL IMPORTANT!” 

8. Learn to listen—creatively, en 
thusiastically. Really hear 
when they speak to you, 


9, Build up your idea sources. 
Widen your friendships. Read widely. 


Study subjects outside your field. 


\leet and get to know the top people 


in many fields by letter, by phone, or 


in person 


10. Be a lifter not a leaner. Be 


a fix-it not a nix-it guy 


people 


‘Uh Hy 


NI Wy 


Use Your Thinkubator 


11. Be a reacher-outer for ideas. 
Welcome ideas from everyone and 
everywhere. Remember: Ideas, like 
babies, don’t pick their parents! 


12. Understand, first. Then judge. 
Be first a thinker-upper, then a judge. 


13. Keep the green lights turned 
on in your mind, See that your idea 
always open. Encourage 
ideas to penetrate your rich, fertile 


valves are 
subconscious mind, 


14. Always anticipate achievement 
Build a positive attitude in yourself 
and encourage it in others. Concern 
yourself with your future—you’re 
going to spend the rest of your life 
there! And a daily prayer of thank 
fulness is a spirit-lifter, too. 


15. Learn to say an enthusiastic 
“YES!” to life. Look for the clean, 
the bright, the best, the positive. 
You're going to be alive until you die. 
Therefore really live! Several times 
during the day take deep breaths. 
And start the day by saying, “It’s 
great to be alive!” 

16. Pick a time and a place to think 
each day. Wisely use the 1,440 price- 
less minutes you're generously given 
daily. Remember what Henry Ford 
said: “Thinking is the hardest work 
of all... and that’s why so few of 
us do it.” And Edison said: “The 
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‘Whi db ad 


IN 


Wy, wi lly 


sh 


Take Notes Talk to People Keep an Idea Bank Read Widely 


chief function of your body is to car thank you letter, or note. Sincerely creative acts of the intelligence. Ask 
your brain around,” try giving yourself away. 


questions starting with these word 
Do your tomorrow’s thinking 


who, what, where, when, which, why 
today! 19. Build big ideas from little ones. and how. 
Associate ideas. Combine them. Make 
17. Organize your approach to ideas work for you. And make yout 23. Develop a honeybee-grasshop 
problems: words work harder for you, too. per-type of mind. Learn to hunt 
A. Get the glimmer first. See the everywhere for idea 
overall problem. 20. Steer clear of mind-weakeners 
B Pinpoint the specific problem NOIse, fatigue, negativists, and sO OT, 24. | xpect the he st. You get out 
’ ’ r of life exactly what you put into it 
C. Concentrate on it. Wrap your 1S = 
full b 1 ie Storm it 21. Set your goals high. Find a star. And even a fair idea, when put to 
u rain around it. Storm i 
; here are millions. Reach for your use, is better than a good idea kept 
with your entire brain. 


star. You may not quite get it. But in file. 
Keep plugging. Duds are often you won't come up with a handful 


, ie 
stepping stones to success. Of of mud, either. The fun comes from 5. Use your spare time wisely 


ten, when you're thinking most the reaching. The growth, too Remember most great ideas, great 
creatively, you tire and want to 


give up. Realize this. ‘Then, 
keep going. ‘I HE idea you most 
need may be next! 


books, great inventions were devel 
Learn to ask questions that d« oped in the creator's spare time 
velop your mind, Questions are the The End 


Don’t sell yourself short. Your 
ideas can be as fine as those of 


your friends or your colleagues. H 
e Wears Many Hats 
Let your unconscious work, It . - Yy 
can. It will—day and night Whitt Northmore Schultz has spent the better part of his life 


Let it persuading people they have more imagination than they think they 


' have. 
Get action. Act. Do something 


with vour ideas. Put them to He is a sales, advertising and public relations staff member with 

work for vou. Sell them. Give Illinois Bell Telephone Co, But he has also taught, at Northwestern 

them away. But do something University, courses in selling by mail, public relations, and creative 
now |! imagination. He has authored four books (among them, “Creative 

Salesmanship”) ... has invented a gadget called “The Master Key” 

18 Re a go-giver as well as a go which opens vacuum cans, jars and sardine cans... finds time to run 

getter. The hand which gives always a business called “The How To Book Company.” 

— Look for two points of good A graduate of Northwestern with a public speaking degree, he now 

each day. Search for the receiver of has the majority of his hours toward a doctorate. 

this gratitude. Acknowledge it by a 
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Too Many Prospects Prejudiced 
Against Your Kind of Product? 


lf so, see how Orr & Sembower is getting into group com- 
munication with utilities personnel to correct some common 


misconceptions about the use of gas-fired automatic boilers. 


What happens when a venerable 
manufacturing organization finds a 


new market sprung, full-blown, in its 


& Sembower, Inc., Reading 
manutacturer of boilers since 


Rate: watched more and more gas 


How into American communities, de 
led to promote gas-fired equipment 
Result: In four years, gas-fired au 

tomati boiler (including inter 

hangeable units for gas or oil) now 
int for 550% of volume. 

But O& is still plagued by some 
prejudices against gas as a fuel: 
expensive “tough to handle 
ntl don't know enough about 

if Moreover, most utilities, familiar 

with home-ty pe equipment lack sales 
wid ervicing exper ence on larger, in 
dustrial gas-burning equipment 

(9 & is now getting to the root 

problem and its market. “he 

ish is on to educate contractors 
ts, engineers, and, of course 
the itilitue \ fault installation 
means headaches tor all of them gives 
fired boilers a big black eye. Last 

December, O & S held a three-day 

work hop for utilities people at Read 

New York's Consolidated Edison 


wa oO npressed it ottered to play 


service centetl 


on held late 


taken at Flushing) show 
ran (9 & marshalls its best 
onvert basic user 
lwo more utilities 
r quotations the week 


| dison sf bon 


CHIEF ENGINEER Edgar A. Burt, who designed 
the gas-fired equipment, is on hand to talk from 
such specially-constructed demonstration models. 


SERVICE MANAGER 
H. T. Schladitz telis Orr & 
Sembower’s maintenance 
story. Ever since packaged 
automatic boilers virtually 
replaced individually - pur- 
chased units during World 
War Il, the Reading com 
pany has concentrated on 
service. Its field facilities 
provide 24-hour delivery on 
replacement parts, and a 
service school at Reading 
trains all representatives. 


PRESIDENT’S ASSISTANT Vincent 
DeCerchio runs slide film that takes 
spectators on a plant tour. Big problem 
in selling packaged boilers is to show 
customers the quality construction that 
goes into a unit. O & S maintains a 
plane to fly potential users to Reading 
where boilers are designed and made. 


SALES MANAGER William B. Firman describes DEMONSTRATING OPERATING EASE, Schiaditz merely 
growing popularity of gas-fired units. In only four flips a switch to get boiler unit started. What could be simpler? 
years they are half of O & S packaged boiler volume. 


oormn* 
waren | 
a om 


CUSTOMER QUESTIONS get an intormal hearing DEBUNKING BOGEY of electronic controls, guest contractor 
from DeCerchio and Burt. Seminars generate ideas. is invited to open box for close inspection of relays. 


TAKES ALL KINDS to create a market. O & 8 
seminar at N.Y.’s Con Ed Flushing center, devoted 
CUTAWAY MOCK-UP simulates burner’s ability to modulate one day each to 25-man groups of architects, engi 
air-gas mixture automatically to meet changing requirements. neers, contractors and utility company personne! 


SULY 19, 0967 


Timing’s a Delicate Matter 


-; When You Introduce 


a New Product 


Problem: To coordinate stimulation of demand with prod- 


uction schedules and week-to-week availability of dealer 
stocks. Bell & Howell solved this when it released its new 


electronic-eye camera. The 200EE slid smoothly into the 
market without excessive costs or danger to goodwill. 


Lhe first model of the new camera 
was completed. And Bell & Howell 
regarded the improvement embodied 
in it a8 so sensational, it elected to 
introduce it nationally without a pre 
liminary test campaign of any kind. 

Thi happened last summer. Now, 
i year later, the company has evalu 
ated the 
egy tor hitting the market, and found 


hush-hush-then-bang”’ strat 


t workable. Careful planning did it. 

Bell & Howell's new product was 
called 
into which is built a light 


16 millimeter camera 
OOF] 
ensitive eye’ which automatically 
adjusts opening to light conditions as 
they exist at the moment. The user 
never has to set the opening. 

The effectiveness of the campaign 
developed to introduce it can be meas 
ired by the 67.5 increase in sales 
of 16mm cameras at Bell & Howell 
in a period when the increase in vol 
ume on cameras of the same size by 
the entire motion picture camera in 
dustry was estimated at only 19.4%. 
lhe company sells to around 8,000 
photo dealers and department store 
photo sections, 

“Almost as important as the success 
of the camera measured in cold sta 
tistics,’ says Carl Schreyer, merchan 
dising vice-president, “are the in 
tangibles that accrued to the company 


38 


during the introduction campaign. 
We enjoyed a solidification of dealer 
relationships, plus increased prestige 
and an enhancement of the company’s 
reputation as a leader in its industry.” 

Bell & Howell management knew 
its Research Department had a winner 
with unusual sales possibilities when, 
in the fall of 1955, it came up with 
a prototype of a camera with an auto 
matic lens control activated by avail 
able light. 

“The camera had additional im 
portant implications for both Bell & 
Howell and our industry as a whole,” 
“In 1954 sales of 16mm 
motion picture cameras were falling 
off. Coming up rapidly to replace 
them in the affections of consumers 


Schreyer says. 


were 8mm cameras. Despite this, we 
thought that our new model should 
sell for $299.95,” 

The decline of 16mm sales had 
caused a corresponding drop in the 
volume for motion picture projectors. 
Normally, Schreyer, 
there are about 40 projectors (16mm) 


according to 


sold for every 100 cameras using the 
same size film. ‘There is no better 
prospect for a projector sale,” he says, 
“than a man who is buying or owns a 
motion picture camera, and he may 
invest anything from $160 to $2,025.” 

In addition to the particular prob 


lems of the 16mm market, Bell & 
Howell also faced some general haz 
ards which surround the launching of 
any new product. 

According to the May-June Har 
vard Business Review, 50 to 98% 
of all new products introduced by 
American industry are not successful, 
depending on the “samples and defi 
nitions used,” 

‘There is more to it than that, 
Schreyer believes. “Little is ever said 
about the unnecessary loss of both 
dollars and intangible benefits that 
result from a poorly managed intro 
duction of new products.” 

Company 
‘They must avoid runaway production 
costs, the frequent accompaniment tc 


executives realized: 1. 


a new item in a line. 2. Sales efforts 
must be related to the total real mart 
ket, not merely the expected new one. 
Introduction of the new camera had 
to be timed to get maximum return 
from the investment in it and at the 
same time maintain good consumet 
and dealer relations. Premature re- 
lease of news about the 200EE might 
disrupt the distribution 
pattern, give competition an oppor- 


company’s 


tunity to get out a similar product, 

and cause customers to hold off buy 

ing models still on dealer shelves. 
The Merchandising Division of 
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they Buy More because they Have More! 


@ Even without harps, Indianapolis is a heavenly market! 
And that’s not just our opinion. The Federal Reserve Bank 
of Chicago, in its latest annual report, calls us “Big Town 

Boom Town!” The newest Sales Management Survey 
of Buying Power reports that music store sales here are 
a solid 81.1% over the national average .. . and that our 
average income per family has now reached a new peak 

. $6,882! And there are other plus factors which make 


Indianapolis still more important to you, 


P Its Bic... 


in industrial growth in the U.S. 


it’s growing! In 1956, Indiana was second 


P It’s Sreapy...a balance between industry and agricul 
ture that assures a stable market. 


P You get SaTuRATION Coverace of the metropolitan area, 
plus an effective bonus coverage of the 44 surrounding 
counties, in The Indianapolis Star and The Indianapolis 
News. Write for complete market and circulation data 


KELLY-SMITH COMPANY ~- NATIONAL REPRESENTATIVES 


JULY 19 1957 


tS $ TURW, 
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KLELOEW=%> 


give fashion-right 
goiden-hued 


DYiirilyle 


FLATWARE AND HOLLOWARE 
for CUSTOMERS & EMPLOYEES 
SALES INCENTIVES + PREMIUMS 

CONTESTS & DOOR PRIZES 
Wide variety and price range in prestige gifts 
that will be taken home, used and appreciated 
by the entire family. Beautiful Dirilyte has known 
value, 1s nationally advertised, long-lasting 
Special quantity discounts) Write on 
company letterhead for descriptive lit 
erature and prices 
DIRILYTE COMPANY OF AMERICA, INC. 
Kokomo, Indiana 


ANVow DIRILYTE HOLLOWARE 
NEEDS NO POLISHING 


MARKETING 
HANDBOOK 


Instant answers 
to hundreds of 
marketing 
questions... 


The best of America’s 
marketing methods in 
one reference manual 
Gives proven recom 
mendations on setting 
sales policy, gauging 
the market, building 
sound public relations, 
drawing up contracts 
supervising salesmen 

illustrations charts, 

ples. 30 sections cover: market re 
search, distribution, industrial mar 
keting, advertising media, packaging 
pricing, etc. Paul H. Nystrom, Editor 
in-Chief Albert Wesley Frey, Staff 
Editor, 226 ills., 1321 pp $12 


Other famous RONALD Handbooks 


ACCOUNTANTS’ HANDBOOK, 4th Ed 
COST ACCOUNTANTS HANDBOOK 
FINANCIAL HANDBOOK 

wd. Ed, Rev. Print 

FORESTRY HANDBOOK 
PERSONNEL HANDBOOK 
PRODUCTION HANDBOOK 


training and 
Hundreds of 
forms exam 


@ Through bookstores o 


THE RONALD PRESS COMPANY 
15 East 26th St... New York 10 


sell & Howell started making its plan 
soon after the first model was com- 
pleted. As head of this Division, 
Schreyer says, “Although our com- 
pany has introduced 55 major new 
products during the past five years 
with a 97% record—the 
200EE camera was considered of such 
importance that the utmost secrecy 
was necessary. As a result, no formal 
market-testing was planned.” 

“Without formal market-testing, of 
course, you risk the possibility of 
overlooking some serious defect in 
your product. ‘There is no more im 
portant judge than the people who 
buy it, and it’s usually wise to test 
their reactions to your new ideas. In 
the case of the 200EF, we took a 
calculated risk.” 


SUCCESS 


Ruggedness Tested 


Extensive quality control testing of 
the product was done prior to its re- 
lease. ‘To determine the ruggedness 
of the specially-designed packaging, 
one test involved shipping the camera 

Bell & Howell's five warehouses, 
two domestic plants and one Canadian 
plant by mail. 

‘This test, conducted just prior to 
the camera’s introduction to con- 
sumers, proved that it could take 
abuse, but that the shipping box was 
inadequate. At the last minute, the 
company’s special packaging depart- 
ment had to redesign the shipping 
container. This almost caused a major 
upset in schedule, but the deadline 
was met. 

As the company’s production and 
research departments established their 
time-tables for the 2Z00EE’s debut, 
dates for the first trade and consumer 
announcements were set. Meetings 
were held with Bell & Howell's ad- 
public relations per- 
sonnel and agencies to discuss the 


vertising and 


particular problems involved. 
‘The introduction was arranged to 
fall into three phases 


general publicity; 
trade advertising; 3. consumer ad- 


1. trade and 
) 
vertising. 

Since Bell & Howell sells direct 
to its 8,000 dealers, it could gauge 
their reception to the 200EE and pin 
initial estimates of the 
camera’s sales potential. 

Advance news of the camera was 
released at press parties in New York 
and Chicago late in April of last 
year. Feature articles in news maga 
zines, newspapers, and trade publica 
tions and appearance on network tele- 
vision gave the public its first knowl 
edge of a new camera that solved light 
exposure problems. 


down some 


Dealers were notified of the new 


product through special mailings and 
by personal calls from the company’s 
sales organization. 

Aware that, as a result of advance 
news stories, customers might be mak- 
ing inquiries about the camera before 
dealers could be adequately stocked, 
B&H made sure that dealers were 
completely informed about production 
schedules. 

As publicity on the new camera was 
stepped-up, the company increased its 
production schedules. First trade ad- 
vertising appeared July when the 
pattern of dealer requests for the 
camera was well established. First 
consumer advertising appeared in 
August and September, by which time 
dealers stocks were sufficient to meet 
demand. 

Consumer advertising ran in Life, 
Parents’ Magazine, Modern Photog 
raphy, Popular Photography, U.S. 
Camera Magazine and Home Movies. 
The publicity and advertising pro 
grams were so “robustly successful,” 
as Schreyer puts it, that sales to deal 
ers and consumers were much greater 
than original planning called for. 

Trade magazine advertisements 
appeared in Home Movies, Photo 
Dealer, Photo Developments, Photo 
graphi¢ Trade News and Sales Man 
agement. 

Consumer interest was stimulated 
to develop at a pace which could be 
coordinated with the Manufacturing 
Division’s production schedule. Deal 
er response to trade publicity and 
public response to consumer advertis- 
ing provided a gauge of demand for 
the product. 


Used Co-op Advertising 


Newspaper mats were sent to deal 
ers as part of the company’s coopera 
tive advertising program. A series of 
advertisements was placed by the com 
pany in major newspapers throughout 
the country. 

‘The newspaper campaign was de- 
signed to further the effect of the 
national program and bring con 
sumers into the stores. Dealers re 
ported many inquiries by prospects 
after initial publicity and advertising 
broke for the 200EF. 

Dealers were furnished with mail 
stuffers and a 12-page, two-color 
booklet which they used to let cus 
tomers know when the camera was 
available in their stores, and for 
counter display. 

Now, one year after the introduc 
tion of the 200EE “eye” camera, Bell 
& Howell finds its new line well 
established in the photographic field. 
Although the camera sells for 
$299.95, it is still being back ordered. 
The End 
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Cordon bleu, with scissors... 


Her day starts early, Breakfast is not 
a coffce break but a big deal —fruits or 
juices, hot or cold cereals, meat, eggs, 
hotcakes, rolls, breads, preserves —solid 
provender for active outdoor people. 
And lunches must be packed before 
the children leave for the school bus. 

Her family is larger, eats more, cats 
more at home, than the average US 
family. And the planning, purchase and 
preparation of food is a major interest 
of the homemaker in the Successru! 
l’'arMING family. One measure of that 
interest was disclosed in the readership 
surveys made from September 1954 
through March 1956. 

With the average interview time 2% 
wecks after the delivery date of the 
magazine, an average of 276,000 women 


in SI 


pages from each issue of SuccessruL 


homes had clipped the recipe 
FARMING; and an average of 394,000 
women still intended to clip them. 

In brief, an average 51% of SF's 


over 1,300,000 subscribers, either had 


clipped or intended to clip SF recipe 
pages, Another interest index is that 
SF ranked fourth in recipes published, 
and eleventh in total editorial lines 
devoted to food—among all magazine 


in 1956! 


So if your interest is in the women 
interested in food... buying advertising 
influence rather than readers, national 
coverage, telephone number then 
SUCCESSFUL FARMING Ought to be of 
considerable interest to you 


Certainly Sk 
magazines, listen to radio, view T'\ 


families read other 


but Successrut FARMING is not just 


another publication and entertainment 


Merepirn Pustisninc Company, Des Moine 


with offices in New York, Chicago, Detroit, Philadelphia 


Cleveland, Atlanta, San Francisco, and Los Angel 
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source or time killer to SI’ subscribers 
because for fifty 


five years its interests have been theirs 


It is a real influence 


It has helped them make more money 
live better, and improve their homes 
earned their respect 
These Sk farm 

choice market, They have more and 


better land, 


ind re POT se 
ubseribers are a 
building equipment, 
brains, production and income than 
most US farmer 


other 


want ever thing 


prosperous American familie 
want; and can satisfy their want 
average annual cash incon from 
farming around $10, for the past 
decade! 

No other medium can get as much 
reception for your adverti ing to thy 
iudience as SI 


advertising budget 


lo balance national 

and to find more 
SUCCESSFUL ARMING 
is an outstanding advertising bu 


Any SI office can tell you mor 


quality buyers 


We Called It “Vendorama’” 


It was a sort of merchandise fair. Participants were 81 
manufacturers for whom Zellerbach Paper Co. acts as dis- 
tributor, plus the firm's sales personnel and a sizable num- 
ber of customers and prospects. Besides serving as a sales 
training workout, it strengthened customer relations. 


By PHILO K. HOLLAND 
Vice-President and Manager, 
Southern Region, 

The Zellerbach Paper Co. 


‘VENDORAM: 


\pproximately 700° of r cus 
ppro la /,/ Or Our ¢ BOOTH DIRECTOR 


tomers recently reversed the normal 
marketing procedure and made calls 
on oul alesmen! 

What more, these 7,700 custom 
ers also called on a substantial cross 
ection of the manufacturers we rep 
resent and, along with our salesmen 
saw some 30,800 personalized prod 
uct demonstrations, had their ques 
tions answered by experts and were 
able to meet some of the key manage 
ment people of both the manufac 
turer and the Zellerbach Paper Co. 

In the normal course of marketing 
it would have taken months, if not 
years, to effect such a_ substantial 


THE BIG SHOW was staged on one side of the 
Zellerbach warehouse yard, Camera caught execu- 


tives making last-min i 
number oft contacts and demonstra e we Ameek On ae eee 


tions. But we were able to compress 
those months or years into a four 
day, high-level program we called 
Vendorama.” 

Basically, Vendorama consisted of 
a gathering of representatives trom 
some 81 of the nation’s leading cor 
porations on the grounds of our Los 
Angeles Division Here, in booths 
that stretched out for the length of 
three football fields, they could show 
and demonstrate the latest, pertinent 
developments in their particular fields 
to both our customers and our sales 
men 

Yet there was none of the usual 
whoop-te-doo common to some sales 
meetings—no entertainers, no cocktail 
parties and no long speeches by sales 
managers or anyone else. Instead 
there was a friendly concentration on 


business matters which yielded every 
time in BOOTHS WERE STANDARDIZED and each was 


equipped with electrical outlets for both lights and 
machinery. One exhibitor reported, “| made what 
seemed to be a million demonstrations of Kimpak.” 


one maximum return on 
vested. 

This attitude was particularly 
fitting, since the whole idea of Ven 
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ow to step up 
your sales power 


) ea SALES MANAGER knows the for- 
mula for maximum sales power: 
Fill your field force with enthusiasm, 
drive, self-confidence. Impress waver- 
ing buyers by building a reputation for 
fast movement. Give your home office 
people time to keep on top of every 
detail and use every modern sales 
management tool 

More than 4,000 sales managers a 
year have learned that these benefits 
are a routine result of Cappel, Mac- 
Donald incentive plans. You, too, can 
get results like these. 


Retail Plan increases sales 163% 
“Not too long ago, one of our very im- 
portant distributors showed signs of 
decreasing interest...due to other 
manufacturers offering cash pre- 
miums,” reports a paint manufacturer. 

Here’s what happened when he of- 
fered C-M prizes to retail clerks: “For 
five months of the previous year, their 


purchases amounted to $39,807.57. For 
the same five months of the campaign 
year, their purchases were $104,786.89. 
An increase of $64,979.32.” 


Sales doubled in face of slump 


“Carpet sales were unseasonably de- 
pressed in the entire industry,” writes 
one C-M client. “Special stimulation 
was needed to meet last year’s figures. 
Sales doubled during the two month 
period of the contest.” 


Travel-Merchandise 

plan succeeds 

“The combination of a trip and mer- 
chandise prizes was very successful. 
Salesmen will work harder for some- 
thing they normally won’t buy, but 
want, than they will for cash awards,” 
says a food grower. “Sales were up 
considerably over a like period when 
we had another type of promotion.” 


A complete package: Plan, Travel, 
Merchandise, Promotion, Service 
When you call in the C-M man, you 
don’t pile a crisis on top of a problem. 
You don’t overload your staff or strain 
your budget with overtime and extra 
payroll. 

Drawing on 35 years’ experience, 
C-M executives tailor a plan to fit your 


Cappel, MacDonald & Company 


<p 


GET FREE HINTS ON MOTIVATING SALESMEN 

Phone the nearest C-M office, or write on your letter- 
head for your copy of “Who's Selling Who?” Cappel, 
MacDonald and Company, Dept. A-7,Dayton 1, Ohio, 
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Dayton, Ohio... Offices in principal cities, Canada and Europe 


SALES INCENTIVE PLANS 


objectives, your budget and your win- 
ners’ tastes. Prizes include 1,500 na 
tionally advertised products, plus 
fabulous trips to any place in the world 
Colorful promotions to stimulate 
your men and their families, and pro 
vided by the largest and most experi 
enced creative department specializing 
in incentives. Other experts handle the 
correspondence and detail needed to 
make a campaign run smoothly. 
Spurred by the offer of wanted lux- 
uries or glamorous travel awards, your 
salesmen call up hidden reserves of 
energy, take a sudden interest in train 
ing material, grow more confident with 
every extra: sale. Featured products 
gain hard-to-stop momentum. Sales in 
crease, but sales-expense stays down, 


Professional service is free 
As many as 400 specialists are pro- 
vided to free your staff of extra cam- 
paign duties. Yet you pay only for 
printing and prizes—merchandise at 
wholesale prices, travel at regular car 
rier rates. Since prizes are won only 
by results, even this modest campaign 
expense is largely self-liquidating 

So, if you want to step up your sales 
power without stepping up your budget, 
ask the C-M man to explain this 
proved sales incentive service 


Featuring Air Travel on... 


© Nb AMERICAN AIRLINES 
ural } i Poean AMERICAN 


Staley’s "Brain Paper’: 
Spin-off from Brainstorming 


Object: to encourage everyone to contribute sales and 
promotion ideas. Response 


Soybean Division, A. E. Staley 
Manufacturing Co., Decatur, IIL, 
maintains there is no priority on 
brains. 

To prove it, a “Brain Paper” is 
being circulated among the division’s 
salesmen and office personnel through- 
out the organization to brain pick for 
selling and merchandising ideas. Any 
selling idea is acceptable . . . imagina- 
tions are allowed to roam at will eee 
free wheeling is encouraged ... “blue 
sky” thoughts are welcomed. 

Rudy Dennis, advertising manager 
for the Soybean Division, adapted the 
idea for the Brain Paper from the 
practice of “brainstorming” during 
which a number of persons get to- 
gether for a spontaneous assault on a 
problem, letting their minds come up 
with every conceivable approach, 
spouting ideas while a secretary takes 
notes, ‘The purpose is to get off the 
beaten path and mine ideas for dia- 
monds in the rough, 

Staley Soybean Division's Brain 
Paper works the same way. The be- 
lief is that the formula feed salesman 
out in the field has ideas by the score 
every time he turns around. “Most 
says Dennis, ‘come in a flash. 
‘The salesman driving from town to 
town gets to thinking . an idea 
pops up—and bingo, there’s a clip- 
board stacked with Brain Paper be- 
side him on the car seat. He jots down 
the idea and sends it in. 

“The response from our salesmen 
is terrific 


ideas,” 


. The men selling for us are 
no different from the salesmen for 
other companies. They talk about new 
ideas and drop hints about someone’s 
successful selling techniques, but they 
just don’t find time to write them 
down after they return to their hotel 
rooms. Our Brain Paper makes it 
easy for our men to write the ideas 
down the minute they think of them, 

“Everyone in our Soybean Division 


from salesmen: "Terrific." 


participates in the Brain Paper pro- 
gram, from order clerk on up. Every- 
one has ideas and we hope to pick up 
a spark for a future selling program 
from any one of our people. 

“The salesmen like the idea and we 
believe that as the program progresses 
we will pile up more and better cre- 
ative selling and merchandising ideas, 
Psychologically, it gives our salesmen 
a feeling of importance because they 
have a part in the planning of pres- 
ent and future selling programs. 

“We want our salesmen to ask 
our dealers to jot down their ideas, 
too. And we want our entire office 
staff to jot down their ideas. We tell 
them this: 

“ ‘Some things you may think are 
completely silly. Please don't look at 
them this way. We won't laugh at 
anyone. The craziest ideas often 
prompt someone to think—to think 
of a practical approach that sells mer- 
chandise. 

“Every idea will be acknowledged 
and thoroughly considered. You may 
be invited to help evaluate ideas from 
your fellow salesmen. A complete 
airing of Brain Paper ideas will prove 
stimulating so you will know about 
ideas from other territories and they 
about your ideas. Some of our best 
creative selling ideas come from the 
field. It’s not what you think but 
what thinking you write down that 
counts,’ ” 

Ideas, Dennis says, are piling up 
every day. They are acknowledged 
immediately they are received. A 
panel of judges considers the ideas, 
and the ones that are immediately 
useful are passed on to help Staley 
better serve dealers and their custom- 
ers. Others are filed to provide a pool 
of ideas which will be reviewed pe- 
riodically. An idea that doesn’t click 
at the moment may be just the ticket 
later on. The End 


Vendorama (continued) 


dorama was born out of serious prob- 
lems which we, in common with many 
other organizations in the U. S., had 
to solve if we were to be fully effec- 
tive in our role of wholesale dis- 
tributor. 

What were those problems? Basi- 
cally they stemmed from two ques- 
tions: How could we increase sales 
of products our Wrapping Paper De- 
partment distributed? How could we 
familiarize our salesmen with the 
ever-growing number of new develop- 
ments made by the manufacturers the 
Department represented ? 

Our first attempt at solving the 
problems posed by these questions was 
a series of dinner meetings, five years 
ago, at which a given manufacturer 
talked to our men about his product 
and its value to our customers. 

The results of this approach were 
only fair. In the first place we soon 
realized it would take an impossibly 
long time to cover all of the major 
manufacturers we represented. And, 
in the second place, the time-lapse 
between a manufacturer’s first and 
second talks prevented us from keep- 
ing up-to-date on new developments, 
which, of course, meant we would not 
be in touch with the best methods of 
serving our customer’s needs. 

Perhaps, we thought, group meet- 
ings would give us better results. So 
we invited manufacturers to send 
speakers to our sales conference room 
in Los Angeles, where they could talk 
to all of our 100 Wrapping Depart- 
ment salesmen at one time, instead of 
to small dinner groups of our people. 


Topics Too General 


These group meetings proved far 
less cumbersome than the dinners. 
Yet, like the dinners, thev suffered 
from over-generalization. The speak- 
ers were good, but what they had to 
say was important only to a relatively 
small segment of our salesmen. 

And, as in the case of the dinner 
meetings, direct product demonstra- 
tion at close range was difficult be- 
cause the speaker was at the head of 
his audience, thereby making close 
contact impossible. This same lack of 
close contact also prevented our sales- 
men from asking questions since they 
hesitated to expose their lack of 
knowledge to the entire group. 

A new approach was obviously 
needed. But what kind of an ap- 
proach? We were stopped by that 
question for a while. Then, in 1955, 
Vernon E. McIntyre, manager of our 
Wrapping Paper Department; 5S. B. 
Norvell and W. O. Hokanson, Mc- 
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Intyre’s assistants; sales managers 
J. B. Powell, L. S. Altshuler, R. T. 
Dennis, and packaging engineer John 
Moore came up with the idea that 
developed into Vendorama. 

First, they established a sales goal 
of 10% increased business every year 
for 7'4 years (a total of 100%) as 
their objective. Then they put their 
plan into work. They set up 18 
booths in our meeting room and in- 
vited 18 manufacturers to man the 
booths for one-day of a three-day ses- 
sion (making a total of 54 partici- 
pants). 

Everyone was enthusiastic about 
the results of the three-day show, par- 
ticularly about the free interchange of 
ideas and information between our 
salesmen and the manufacturers. But 
the proof-of-the-pudding came at the 
end of our sales year when the 
Wrapping Paper Department showed 
a neat 10% sales increase, as per 
schedule. 

Now sure they were on the right 
track, McIntyre and his key men re 
peated the three-day event in 1956, 
dreamed up the name “Vendorama’”’ 
for it and, this time, received favor 
able written comment from almost 
every one of the participating con 
cerns—to say nothing of another 10% 


increase in sales. 


Customers Heiped 


They also noted that several hun 
dred Zellerbach customers took time 
to come to the show and join our 
salesmen at various product exhibits 
and demonstrations. 

This, when coupled with the sug 
gestions of many manufacturers and 
customers who had heard about the 
show, raised a question of policy: 
Should we enlarge on Vendorama 
and throw it open to all of our cus 
tomers ? 

There was a time when some job 
bers or distributors might have shied 
away trom suc h an arrangement in 
the belief that contact between their 
customers and the manufacturers they 
represented would be harmful to 
their own position. 

But, along with many other or 
ganizations, we at Zellerbach are 
firmly convinced of our value to both 
segments of our business—those firms 
that make and those firms that use 
what we sell. 

Furthermore, we believe that one 
of the important ways a distributor 
justifies his existence is by making 
new product developments and usages 
available to his customers. It looked 
as if Vendorama could do this better 
than anything else we'd run across. 

So I had no hesitancy about giving 
the proposed 1957 Vendorama the 
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‘Cross 
country 


CALL YOUR ALLIED MOVER 
... hes the No.| Specialist 


Ask your Allied Mover for a copy of “Before You Move.” See 


the yellow pages of your phone book, or write Allied Van Line: 


Inc., Broadview, Iilinois 


NATION WIDE moving 


ALLIED VAN LINES «© WORLD'S LARGEST LONG-DISTANCE MOVERS 


45 


3 Big Reasons 


make HOSPITALS 
1st Choice in the 


$5 Million-a-Day 
Hospital Market 


7. During the same period in 1956, 
HOSPITALS gain in average paid cir- 
culation was 3 times that of the No. 2 
hospital field publication. 


Pa Your advertisement in HOSPI- 
TALS reaches 25°/, more subscribers 
in the United States, your primary 


market, 


3. Since becoming the only twice- 
a-month publication serving the hospi- 


tal field, 92 


new advertisers 


sales message. 


SEND FOR COMPARATIVE 
CIRCULATION REPORT 


HOSPITALS 


Journal of the American Hospital Association 
Advertising Service Department 
18 East Division Street 


Chicago 10, Illinois 


Please send Comparative Report 
on Hospital Publications 


Name 

Company 
Principal Product 
Street 


City 


® HOSPITALS 


Journal of the American Hospital Association 
18 East Division Street, Chicago 10, Illinois 


have 


selected HOSPITALS to carry their 


STARTING FROM TREES, the Crown Zellerbach Corp. exhibit dramatized the 
story of paper making from forest to finished products. C-Z is parent corporation. 


“green light” and MelIntyre’s team 
went to work on the details so vital 
to the success of an event of this kind. 

‘To hold costs down to a reasonable 
level, both for the participating 
manufacturers and our own company 
VicIntyre’s committee 


side of out 


selected one 
warehouse yard as the 
site for the big show. 

Next, the committee analyzed out 
sales, picked up 100 firms whose prod 
ucts represented our greatest sales in 
dollars and sent out personalized let 
ters, telling these firms about Ven 
dorama and inviting them to pat 
ticipate, 

Sixty days later (two months be 
fore the show was to open in May of 
this year) all available 
booked a total of 81 booths. 


In the meantime the committee ob 


space was 


tained the cooperation of our salesmen 
in drawing up a list of customers who 
would be specifically interested in the 
products to be shown. And, with the 
assistance of our home office adver 


tising and sales promotion people, 
we designed special Vendorama an 
nouncements, mailing 13,500 well in 
advance of opening day. 

When the big day arrived we all 
suffered from “opening night’’ jitters. 
‘Then, as the crowds rolled in, we be 
when we “rang 


gan to relax and, 


down the curtain” three days later 
we knew we had 
smash hit. 


What 


been part of a 


Vendorama did for the 


manufacturers and for our customers 
can best be illustrated by the reaction 
of Gerald R. purchasing 
agent for Hughes Aircraft Co. 

“We felt Vendorama was so worth- 
told me, “that we urged 


Slusser, 


while,” he 
our buyers and some of our engineers 
to attend on company time. 

“Our people could walk down the 
line and get cost-reducing or produc- 
tion ideas from direct manufacture 
demonstrations and discussions with 
manufacturing authorities in the vari 
ous fields represented.” 

What Vendorama did for the Zel 
lerbach Co. can be summed up in 
one, rather startling illustration. 

If we had tried to bring the 81 
manufacturing firms that participated 
in Vendorama together with the 100 
man Wrapping Paper Department 
sales force, in old-style meetings, we 
would have taken, at a conservative 
estimate, a total of 8,100 hours of our 
salesmen’s time. 

But with Vendorama we accom 
plished the job far more effectively in 
24 hours, for a net 
hours which can be devoted to selling 
time in the field. 

We also 
tential in our entire marketing area 
by bringing in the sales managers of 
the Wrapping Paper Departments in 
seven Western states to see new prod 


gain of 8,076 


increased our sales po 


ucts and application innovations they 
could take back to their customers. 


The End 
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“YELLOW PAGES ARE THE BEST LINK BETWEEN 
NATIONAL ADS AND LOCAL DISTRIBUTION” sirs-pestrs(oora 


says Glenn E. Martin, B. F. Goodrich Tire Ad Manager 


“We're thoroughly sold on Trade Mark Service in the Yellow Pages of tele- 
phone directories,” says Mr. Martin. B. F. Goodrich has been using this service 


for 25 years. Dealers in towns over 10,000 population may now participate. 
Mr. Martin explains “We distribute through so many different types of outlets 
that it is an absolute necessity to use Trade Mark Service to identify them.” 


Find out how this dealer identification plan can build your sales. Your Trade 
Mark Service representative can supply you with information on buying habits 


in selected regional and national markets to help tailor Trade Mark Service to 
your needs, 


ad . 


PORIE Foss 


SELLS FOR DEALERS. Hempstead, N. Y. dealer Niddrie 


arr | 


} 
TUBELESS TIRES - 
Used Tires - Retreading - wwe Service 
“WHERE TO CALL 
IDORIE ine CORP 
. pon tere od oe Wanho 62121 
a ay ROstyn 3-0589 
», $0MineolaAy Roslyntits ae y 
Dpinsow SERVICENTER | 
WewliydeP are yar Flori? 4-5419 
ag BD FReeprt 68-9790 


255WSunrsetwy - «ween 1e 


SELLS FOR B. F. GOODRICH. Typi- 
cal B. F. Goodrich listing shows how 
simple it is to find local dealer 


WORKS FOR CUSTOMERS. It’s so easy to find a 
likes the way Trade Mark Service builds sales. 
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B. F. Goodrich dealer—a flip of the Yellow Pages does it. 
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Shasta Finesses Its Entry 


Into the Competitive Food Field 


Have you ever felt you'd like to leap the fence and get into 


some other field to balance out some of the risks inherent in 


your established business? Shasta did it in jig-time . . . with 
research, planning, promotion, and some effective strategy in 


sampling, demonstration and packaging of several new lines. 


Based on an interview with 


H. W. HAURWITZ 


Manager, Advertising and Sales Promotion 


early in 1956 ‘The Shasta Wate 
(o., which for 68 years has operated 

lusivel in the field of bottled 
water ( oft) drink created a 
hood Division 

Within a few months it was su 
cesstully marketing in its established 
territories (the 11 Western States) 
; ate 

ae t topping early this year 


t Pot ito Was introduced 


rup and a complete line 


The Shasta Water Co. 


and also won gratifying acceptance, 
In April, Instant Shasta appeared 
an instantly carbonated dietetic bey 
erage enriched with Vitamin C. 
What prompted this old-established 
firm, whose sales are up in the multi 
million dollar bracket, to suddenly 
enter the food field? What deter 
mined the choice of products? How 
was the entry into the new market 
effected so smoothly that no back 


THE BIG IDEA: Make a variety of topping syrups to go with all that 
ice cream housewives are now lugging home from the super markets, 
and package them in squeeze containers for ease of use. This young 
hostess can offer her guests a choice of five delicious Shasta flavors. 


tracking has been necessary? What 
techniques and strategies have made 
this move so successful ? 

For two years or so before Shasta 
president, W. A. Buzick, Jr., and his 
associates decided to create the Food 
Division, the company management 
had been studying its situation. Shasta 

with headquarters in San Fran 
cisco and company-owned bottling 
plants in that city and in Seattle—is 
a successful operation. Its beverages, 
including sparkling water, bottled and 
canned soft drinks and bottled low 
calorie soft drinks, are produced at 
its own two plants and also by fran- 
chised bottlers throughout Washing- 
ton, Oregon and California. Distribu 
tion has been steadily expanding. 

But competition in the soft drink 
field is strong. And, as H. W. Haur 
witz, manager of advertising and sales 
promotion, points out, the very nature 
involving such fac 
tors as transportation ot breakable 
places certain limitations 
on growth potential. 

A degree of break-through was 
achieved in 1954: Canned beverages 
were added and brokers who served 
food outlets supplemented the existing 
distribution force of the company’s 
driver-salesmen and those of its fran- 
chised dealers. Before long Shasta 
was becoming as familiar a name 
throughout the 11 Western States as 
it had been since 1889 on the Coast. 

‘The experience with food brokers 
opened the eyes of Shasta’s manage- 
ment to the advantages of this kind 
of distribution as compared with 
driver-salesmen channels. The ques- 
tion naturally arose: What product 


of the business 


containers 
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does your 
point-of-sale display 
do these four things 7 


1. Help the dealer sell your product ? 
2. Create traffic in a specific store area? 
3. Increase sales of related items? 


4. Make your product stand out by sheer originality of idea? 


®eed ee Of 


Your answer to these basic po;nt- 
of-sale objectives can be YES whin 
your display is created by CCA's 
Specialty Division. That’s because 
the Specialty Division translates 
original merchandising ideas into 
point-of-sale pieces custom made 
for individual products and retail 


situations. 


Whether your product requires a 
display shipper, floor stand, counter 
display, shelf extender’, spectacular 
or a re-usable carry-out case, call 
on the Specialty Division—an 
example of one of CCA’s merchan- 


dising facilities. 


Specialty Division 


CONTAINER 
CORPORATION 
OF AMERICA 


Chicago—38 South Dearborn Street 
900 North Ogden Avenue 


New York—99 Park Avenue 


San Francisco—100 Bush Street 


TASTINGS MADE TAKERS: 


Demonstrators working with small cups of ice 


cream showed how quickly and easily a “professional” dessert could be made ai 
home, Displays were set up in front of ice cream cabinets in stores, super markets. 


uld Shasta offer that would justify 
its entry into the food field ? 
knew 


Items that would 


Buzick and hi associates 
what they wanted 
be a logical outgrowth of our experi 
flavor field,” and = that 


reimrorce the 


ence in. the 
would reputation al 
ready won in the soft drink field for 
top qu ility of product and distinctive 
packaging 

ome 18 months of research fol 
lowed, The first phase of the inquiry 


revealed two interesting tacts 


1) Sales of i 


ot the 


cream particularly 

half-gallon package had risen 

tremendously in the past five years 
: I he super market, not the soda 

fountain, wa petting the increased 

bi ine 

couple 


In the past, individuals 


whole tamilies, would stop in at the 


oda tountain tor ice cream or a 
indae cream to take home 


loday 


W he i 


or ice 
\lama buys the ice cream 
he does her weekly shopping 
tores it in the refrigerator or home 
freezer. Crrocers are more and more 
featuring week-end specials on bulk 
ice cream and housewives are happily 
picking up this economical dessert 
that takes no time to prepare, 

sull another signpost for Shasta 
was the fact that vanilla ice cream ts 
still the biggest 


lends 
up Lhe step 


vanilla 
itself to the most 


seller—and 
if cream 


trom syrup 


that are components of soft drinks to 
yrups tor toppings is not a big one. 
recognized its 
cue, But it was not interested in com 


Shasta’s management 
ing out with just another topping, 
however good. 

‘he next phase of its research was 
in packaging. All topping syrups com 
parable to what Shasta had in mind 
were sold in cans or jars (with but 
Syrup so packaged 

when taken from 
the retrigerator,. Here Shasta recog 
nized a challenge. 


one exception). 
didn’t flow easily 


lhe planning team came up with a 
color printed white plastic tube (they 
called it a “squeeze package’) and 
Shasta began to market four topping 
(chocolate 


syrups strawberry, rasp 


berry, pineapple ) under the product 


“Shasta E-Z 


Purpose Syrup.” 


name Squeeze All 

Haurwitz explains: “We realized 
that this was a more expensive pack 
age than the standard cans or jars 
on the market. For one thing, it takes 
longer to fill. But we chose it without 
hesitation for its handiness in use and 
for its merchandising — possibilities. 
With it we could give the consumer 
the means of approximating a soda 
fountain in the home.” 

All this followed by several months 
the setting up of the Food Division. 
Patrick McKenna 
Seattle distribution of 
Shasta soft drinks through food brok 
ers—was placed in charge. He, like 


who had master 
minded the 


the two salesmen engaged to assist 


him in the field, was an experienced 
food merchandiser. Haurwitz, who 
joined the company early in 1954, 
also was chosen for his extensive food- 
selling experience. He became sales 
promotion and advertising manager 
of the two separate sales Divisions 
Beverage and Food. ‘Vhere was never 
any thought of letting the beverage 
sales personnel pinch-hit, even at the 
start, in launching the food items. 

“For one thing,” Haurwitz points 
out, “the beverage men had enough 
to keep them busy. But more impor 
tant, working with food brokers and 
their salesmen requires special know 
how and approach. We needed men 
who had entree to the food markets 
and who knew how to present a food 
line.” 


Shasta didn’t break into the food 
markets cold: In 
areas the canned soft drinks had paved 
the way. So had a small item which 
the company began distributing in 
March 1956, Shasta Dietetic Maple 
Syrup. When the four syrup toppings 
were ready in May announcements 
were released through the trade press. 
Publicity played up the package, the 
polyethylene tube (made by Bradley 
Container Corporation, Maynard, 
Mass. ). 

“It proved a door opener,” Haur 
witz comments. “We were deluged 
with from brokers who 
wanted the line.” 

The package and product 
would not have commanded this in- 
terest, of course. The brokers soon 
learned: 


entirely certain 


requests 


alone 


1. Shasta was working out a com 
plete program ot supporting promo 
tion. 


2. ‘The company 


was aiming for 
expanded distribution throughout the 


11 Western states and eastward. 


3. Shasta intended to add other 
attractive items. 


In designing its package for the 
toppings, Shasta’s management men 
applied an important lesson learned 
during a complete label redesign and 
integration program undertaken some 
years earlier on behalf of its canned 
and bottled beverages. This was the 
value of keying. Label and 
background color on a can of Shasta 
black cherry soda match those on a 
glass bottle of this item. ‘The same 


( olor 


holds true for root beer, orange soda, 
lemon-lime, and all other items in the 
beverage line. The tubes of topping 
syrup are color-keyed in the same 
way, with the tube label reflecting the 
color of the contents. 
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IDEAS — 
some travel 
further 
than others 


The Saturday Evening 


Post 


JULY 


19, 19587 


that are widely 
talked about. W hopping produc t suc 


cesses result when a lot of word of 


They're the ones 


mouth multiplies your advertising 
but 


an advertising reach the kind 


lrue enough, you may say 
where « 
of customers who start the word-of 
WW he Tt can you 


\ he re 


mouth ball rolling? 
be sure to reach them? can 
you get the proof q 


Alfred Politz found where 


ind 


Sell the POST 


of The 


Saturday Evening Post shows that the 


proved it. His recent study 


overwhelming majority in fact, & 


out of 10 readers—are so enthusiasti 
about the advertising and editorial 
content in the Post that they pass the 
word along to others 

These are the POST-INFLUENTIALS 
market and a mat 
ket that multiplies itself, kor 


you sell them, they tell the millions 


a de isive mass 


wh I 


fl INFLUENTIAL 
-the mass market of active influence 


X-RAY OF SOUTH BEND TEEN-AGERS 


We “looked right through” the teen-agers in the 
South Bend-Mishawaka market—with a 1013-inter- 
view survey. The picture revealed: that the 8600 teen- 
agers in South Bend and Mishawaka high schools 
have an annual purchasing power of $2,339,818.00; 
94.3% youth readership of the South Bend Tribune; 
and that teen-agers here make most of their own buy- 
ing decisions. Write us for free copy of survey. 


Che 


Soulh Bend 
Oribune 


Franklin DO. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


* NATIONAL REPRESENTATIVES 


Any new product line that is to 
make headway in the food field needs 
an integrated merchandising program 


and plenty of promotional support. ‘To 


give the k-Z Squeeze toppings a good 
start the sales department used sam 
pling, in-store demonstration, point 
of-purchase advertising, direct mail, 
television and newspaper advertising. 

‘One or two of these alone will 
Haurwitz ob 


well-balanced 


never do the job,” 
erve You need a 
program of mere handising te hniques 
and promotion to get a new food item 
across to the trade and the consumer. 
lrade advertising 1s important too,” 

Demonstration was extensively used 
last year. Illustrated talking signs on 
a dump display told the do-it-yourself 
tory: ‘“CGrreat New Idea. E-Z Squeeze 
Syrup. No spooning or mess. 18 big 
servings. SO good for sundaes, sodas, 
waflles flavored milk 
puddings, cake topping.” ‘The dis 


french toast 


plays were located just outside of the 


ice cream cabinet. Demonstrators 
working with small cups of ice cream 
showed how quickly and easily a 
protess onal” dessert, sundae or soda 
could be made at home 

The program is being undertaken 
vain this year on a wider scale 


Shasta took the initiative in Staging 


companion-item displays and demon 
strations with major ice cream manu 
facturers in various territories. Late- 
ly, a three-way demonstration deal 
has been effected, to include a cup 
manufacturer (Pacific Baking Co., 
maker of Saf-T cups). This program 
has been most intensive in California, 
Washington and Oregon. 


How Media Is Planned 


At the same time live television 
spots have been used on home eco- 
nomics shows and children’s shows up 
and down the Coast. Metropolitan 
newspaper advertising is scheduled in 
selected areas. 

Distribution strategy was well 
thought out. Territories where Shasta 
had worked with food brokers on its 
canned beverages and dietetic drinks 
and where Shasta trademark was well 
known were logical starting points. 
‘They offered an area of growth with- 
out requiring more travel for sales 
personnel than distribution war- 
Despite this 
within seven months from 
the introduction of the new food 


ranted, conservative 


approach, 


line, distribution was accomplished 
throughout the 11 Western States, 
with sales spearheads reaching into 


the Fort Worth-Dallas areas, Kansas 
City, Minneapolis, and North Da 
kota. 

‘The Shasta sales management then 
made a leap across to the Baltimore 
and Washington, D.C., markets, 
“|, aS a test operation to find out 
how we would stack up in the East 
preliminary to expanding eastward 
next year.” The program described 
above is being extended to additional 
areas as distribution proceeds. 

“One thing we have learned,” 
Haurwitz remarks, “is that we make 
most headway when we _ promote 
steadily and continuously.” 

With the syrup line going nicely, 
augmented by a fifth flavor (butter- 
scotch), the company introduced a 
completely different food product in 
January of this year—Shasta Instant 
Potato. This looked like a courageous 
move, to say the least, since instant 
(dehydrated) potato had a reputation 
as an extremely unpalatable food—a 
result of the experience men in the 
Armed Services had with it during 
World War II. 

Shasta’s management tackled this 
one with eyes wide open, convinced 
that: 

1. Easy-to-prepare 
boon to the housewife. 


foods are 
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the 
Oregonian 
reaches 
MORE 


Largest Circulation 

in the Pacific Northwest 
232,338 Daily 

296,204 Sunday 


... with circulation LEADERSHIP D1 | 28 


TOTAL DAILY CIRCULATION LEAD 
OVER 2ND PAPER 


City Zone Lead— 10,108 
City & RTZ Lead— 19,253 


_ with advertising texvensnir B 196 713 o~ 


TOTAL ADVERTISING LEAD 
OVER 2ND PAPER (Year 1956) 


Retail Lead — 2,607,104 lines 
General Lead — 1,568,879 lines 
Classified Lead — 4,020,730 lines 


tHe Oregonian 


PORTLAND 1, OREGON 


JULY 19, 1957 


eevee eeoeeeeseneaeevneeneane7eweaneaneeneewneaneneneneneneees? 


This is the size we use for the Growing Greensboro Market!" 


Sales Management Figures 


One-sixth of North Carolina’s population 
accounts for one-fifth of the $3 billion annual 
retaib sales loaf. It’s a healthy slice — and 
the “eaters” are in the enriched 12-county 
ABC Retail Trading Area of the Greensboro 
News and Record. Put pep and energy in 
your sales program with a schedule in the 
newspaper that has over 100,000 circulation 
daily — over 400,000 readers daily. 


Only medium with dominant coverage in the 
Greensboro 12 County ABC Market and selling 
influence in over half of North Carolina! 


Greensboro =—— 
News and Record 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 


properl 


told by the a 


the company relied hea 


pack ive fo do t elling 


e toil-lined papel package Wa 


hold potato powder 


\ ten pting pi 


hown on the 
the back llusts 
ised to prepare 
otatoes in a jifty 
pa kage ippeal 
two competitive 
irket and | 


ice ot 1) cents the 


lend if elf to Impulse 
I he housewite can q 
rune | e cent erving 


! 


hat a tood item priced below 


ert ells twice as tast as one priced 


between 20 and 30 cent 
On the heel of Instant 
wine mother development 
hasta I hi described a 
beverage (enriched with \ 


which carbonates itself 1 


water 1s wdded to crys 


Haurwit pont out “We know 


flavors root beer, lemon-lime tion is necessary; the packaged drink 
is a space-saver. Retailers are sold on 
the extra benefit of no bottle head 


aches with storage, deposits, or re 


orange black cherry) contain minute 
unounts of Havoring, sweetening and 
carbonating agents. ‘The sealed foil 
pac kage retails at five cents, produces turns something grocers gripe about 
a lot in handling soft drinks. 

\n ambitious advertising program 
being worked out for Instant Shasta 


i t2-ounce drink. Main promotion 
point It carbonates itself, no s 
needed, and each drink contains 
only eight calories is just beginning to move into dis- 
[he Instant Shasta packages are tribution channels. The company’s 
oftered in two different display cat agency (Hoefer, Dieterich & Brown, 
tons. The larger of these holds a Inc., San Francisco) is planning 
vross oft the individual packets and filmed TV spots for every major 
display s one row of each of the four West Coast market, metropolitan 
different flavors. It is designed pri newspaper space, store demonstration 
marily to let the retailer introduce and direct mail sampling campaigns. 
the product to his customers at a kood brokers are taking this Shasta 
line on, too, throughout the 11 West 


ern States and a few others. 


minimum investment on his part 
When the retailer learns which flavors 
ire most popular with his trade, he [he company is rapidly developing 
for all of its products a sizable export 
irtons, designed for counter or shelf market throughout the Far East. 


lisplay ot two rows ot packets rom now until the close ot this 


can order those alone in  half-gross 


year, at least, the sales Strategy ot 
These Are Key Appeals the new Shasta Food Division will be 
to consolidate its position. ““We don't 
Beside the dietetic advantages plan to make any additions to the food 
promotion tresses: Instant Shasta line until next year,” Haurwitz says. 
offers a substantial saving compared Management is “very happy” with 
its situation and well it may be: The 
drinks; children and adults get a kick Food Division already accounts for 
out of mixing a professional type of an important percentage of the com 


do-it-yourself” drink: no refrigera The End 


with conventional bottled low calorie 


pany’s total gross sales. 
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everything 


Points to the fact 


that...today’s Tideis 


A REPORT OF PROGRESS 


SGGT. 9, 2908 


the achievements 
of Tide during its 
first year under 


Bill Brothers 
management are 


set forth here in 
the belief that 

subscribers and 
advertisers alike 
deserve to know 
the performance 


of their magazine, 
the magazine 
for Advertising 
Executives... 


editorial 


In little more than a year’s time, Tide’s 
editorial budget has more than doubled, 
so that its editorial content could become 
what it now is — the best-looking, best- 
researched, best-written in its field. 

Tide is expanding its editorial service, 
and doing so on the principle that the ad- 
vertising executive doesn't cease to exist 
at 5 o'clock, that he has a home, a per- 
sonal life and interests that extend be- 
yond his office. Other additions are being 
made in the belief that the modern ad 
executive is required (and wants) to know 
a great many things besides rate struc- 
tures and personnel changes. 

The Tide-kind of advertising execu- 
tive wants to know the financial back- 
grounds of certain companies; the 
contributions psychology and sociology 
are making to the advertising business. 
He watits his reading succinct, colorful, 
palatable. He expects today’s Tide to be 
a pleasure to read, not a chore. 

During the coming, months, the edi- 
tors are planning a great many exciting 
new features. Just a couple that can be 
discussed: an expansion of the success- 
ful industrial series on what actions ex- 
ecutives take when they read industrial 
ads; and ingenious new cover treatment 
.. . wool a large number of editorial pro- 
jects which will keep Tide the most pro- 
vocative and stimulating publication in 
the advertising business press. 


O 


rculation 


Selectivity is the key word. 

The big story of Tide’s circulation 
growth since September 20, 1956, when 
the circulation department sold its first 
Tide subscription under the Bill Bros. 
banner, is in names, not numbers. Even 
so, since September 20, Tide has sold 
3,938 additional new subscriptions — at 
the full yearly rate of $6.50 . . . no excep- 
tions. But again, the emphasis ison 
names and titles — quality. . 

Tide can now show a name-by-name 
compilation of paid coverage of advertis- 
ing executives among the Million Dollar 
advertisers and the ad agencies handling 
those accounts. Tide is the first advertis- 
ing publication willing to reveal its circu- 
lation coverage on a name-title- and com- 
pany-basis. 

Among advertisers who invest more 
~ than $1 million annually in major media, 
Tide has 1,098 company-name subscrib- 
ers .... executives whose companies ac- 
count for 96.73% of the total advertising 
expenditure. On the agency side, those 
handling million-dollar accounts, 53% of 
_ Tide subscriptions are among presidents, 
chairmen and vice-presidents. 

Renewals? Accelerating. Tide re- 
newed 54.72% of April expirations; 
62.86% of May expirations; 76.40% of 
June expirations. An average renewal per- 
centage for the three months of 64.66% 
— as compared to an average of 56.30% 
under previous ownership. 

Solid footing, solid growth — among 
the management, planning and contact 
executives of advertising. Subscription 
by invitation only. 


advertising 


One of the truest measures of the value of 
any advertising medium is the quality of 
its advertisers. Tide — today — can take 
pride in the fact that it is rapidly develop- 
ing a position of esteem because of its 
association with advertisers whose qual- 
ities of leadership satisfy even the most 
incisive tests of value. 

Thus, with his Tide subscription, the 
reader is given a double guarantee of 
merit — management-wise editorial serv- 
ice, management-wise advertising 
service. 

Thanks to the experienced Bill 
Brothers editorial people behind today’s 
Tide, the magazine is creating talk and 
action in intra-management discussions 
of advertising planning. 

It is this increasing, systematic use 
of Tide by decision-makers that sparks 
the new, renewal and increased-space ad- 
vertising in today’s Tide. 


GREY ADVERTISING AGENCY, INC. 


430 Park Avenue. New York 22. N.Y, 


March 22, 1957 


Mr. Morgan Browne 
Editor 

Tide 

386 Fourth Avenue 
New York 16, N.Y. 


Dear Mr. Browne: 


Could you send me an extra copy, with a bill, of your 
February 22nd issue. I want to pass on to some of my 
associates "The Upheaval in Media Buying" but I don't 
want to take a chance of losing my personal copy. 


Incidentally, I've reached a conclusion about TIDE 
which may be of some interest to you. 


Obviously I have to keep up with what is going on in 
the world of advertising, and to do that I find that 
I must at least skim several publications, but I find 
myself depending more and more on TIDE for reading in 
depth. 


The conclusion I have reached is that while some of 
the others tell me what -- TIDE tells me why. 


Since: yours, 


Tide 
THE MAGAZINE FOR ADVERTISING EXECUTIVES 


i — 386 Fourth Ave., New York 16, N. Y. 
> 333 N. Michigan Ave., Chicago 1, III. 


15 E. de la Guerra, Santa Barbara, Cal. 
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A vastly improved product... 


“,.. But How Could We Get 
Engineers And Architects to Listen?” 


Product: A cooling tower. Big. No salesman can carry a 
sample. So Acme Industries found a way to dramatize each 
of four major features in a little conversation piece’ a 
man could place on a prospect's desk to arouse curiosity. 


When Acme Industries, Inc., Jack 
son, Mic h., introduced a new model 
cooling tower earlier this year, it of 
fered a product embodying a radical 
design change with important sales 
implications. 

‘That change was substantial weight 
reduction. 

Acme, which has manufactured ai 
conditioning and refrigeration equip 
ment since 1919, felt the need of 
dramatizing the new structural fea 
ture to prospects, who are mainly) 
architects and consulting engineers. 

| xploiting the new tower's weight 
reduction wasn't the only concentra 
tion of the firm’s sales personnel. 
hree other major and recent in 
provements figured heavily in all sa 
efiorts 


Acme’s question How could ; 
four sales features be imaginativel , a 


presented 4 
‘The answer was four “promotional 

demonstrators” in the form of small 

units which salesmen could place be 

fore the buyer, almost surely setting 

off a two-way sales talk: questions 

from buyer, ans rs from salesman p mousraes mac 
Each of the sma | demonstrators Aetnan, Michigan 

| see photos was signed to drama 


- one ot the ur maior sales lea 


WHEN A PROSPECT SAYS 
“WHAT'S THAT?” he provides the 
perfect opportunity for the salesman 


|. Weight reduction: 

Acme reduced the weight 
tower's cooling deck 939% by 
placing conventional steel paks with j to emphasize one of four important 
ifs new “nlastic pak While a steel Ds construction features in Acme cooling 


pak in a 100-ton cooling tower weighs towers, See text of article for explana 


approximately 2 300 Ibs... Acme’s new tion of the significance of these sim 
1 
plastic pak in the same towe1 weigh ple conversation-openers 


lo imp this on buyers Acme 


salesmen ive ich customer they 
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Ts2rol. 


in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 
Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 
Drive-ins 
Drug Stores 
Fountains 
Industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 


Main Highways 
In Industry 
THEY ALL HAVE 


ONE THING IN COMMON — 
FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 


for an advertising schedule 


FAST 
FOOD 


the Magazine serving « ounter 
and tountain restaurants 


386 FOURTH AVE. (- 
NEW YORK 16, N. Y. |... 


HELPING POP: Giving a lift to a 74-ib. deck used in a 26-ton cooling tower, 
these four sisters dramatize Acme’s 93% weight reduction. (A steel deck in the 
same tower would weigh 539 Ibs.) Father of the little girls is H. W. Smith, who 
is sales promotion and advertising manager of Acme Industries. 


isit a box containing actual samples 
of the plastic-pak. Nine times. out of 
ten, the buyer opens the box, studies 
the plastic sheets and asks “What's 
this? 

With that 
whether he knows it or not, 
has made himself an active part of 
the sales presentation which follows. 


simple question, the 


buyer 


“That's a 93% cooling deck weight 
reduction,’ answers the salesman and 
his story goes on from there. 


2. Quiet, vibration-free 
performance: 

Loy gyroscopes have been em 
ployed by Acme to illustrate this ad 
Vantage 

\ gyroscope spins with so little 
vibration because it’s balanced as a 
complete unit,” says the salesman 

I hat’s why Acme’s tower gives quiet 
vibration-free operation: it, too, 1s 
balanced as a complete unit 

The salesman then explains that 
while the components of other cool 
ing towers are balanced, Acme is the 
only manufacturer that vibration 
analyzes the complete assembly. 

Whether or not the customer buys 
chances are he'll be taking the gyro 
scope home to the kids. And every 
time he sees it spinning on the living 
room floor, he'll remember Acme's 
balanced performance. 


3, Longer life and lower 
maintenance cost for bearings: 
\cme cut down maintenance cost 
increased the life span of blowe 


shaft bearings by installing a pressure 
equalizing plate. “his 
grease from flowing out of the bear 


plate stops 


ings. 


‘To show how the plate works, 


salesmen give one to each customer 
and explain how it equalizes air pres 
sure on both sides of the bearings 


thus keeping the grease where it be 
ping Zz 


longs. 


4. Longer resistance to rust and 
corrosion: 

Acme says “hot-dip galvanized”’ 
metal offers more protection than ele 
‘To prove the dit 
ference, samples of metal treated by 
both processes are attached to a key 
chain and left with the customer. 

Acme also sells the fact that its 
units are hot-dip galvanized after fab 


tro plated metal. 


rication. According to the company, 
this method 
coated, something that’s not possible 
with any mill-plated Acme 
claims its hot-dip galvanized units re 


leaves all raw edges 
steel, 


sist rust and corrosion at least twice 
as long as other, electro-plated units. 

Each of the four demonstrators is 
accompanied by a promotional piece 
which explains the feature in detail. 
This, too, is left with the custome: 
after the salesman’s call. 

Acme says this “demonstrative’’ 
sales method “gives the salesman a 
new approach to the same subject each 
time he calls.”’ 

And results, according to the manu 
facturer, have been “superb.” 


The End 
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YOU can depend on the 


for FOOD SALES 


Through this significant tood editing, The Colum 
guide for 


When Central Ohio housewives look for a newer 
economical way to tend to bus Dispatch has become the buying 


more nutritious or more 
to food shoppers in this rich Central Ohio, 12 county 


their families’ diet, chances are they'll turn 
Sarbara Myers, The Columbus Dispatch food trading area 

editor, for a helping hand 

Her “Cook's Corner” column and tempting full FULL COLOR ROP gives foods ads sales stimu 
color dishes featured in the Dispatch Sunday lating impact use it daily or Sunday in ‘The 
Magazine are top favorites with readers who voice Columbus Dispatch. Write for complete infor 
their approval with a constant flow of mail con 
taining recipes and cooking hints 


nation on food advertising 


From the Dispatch HOW DO PRODUCTS 
kitchen Barbara also FARE IN COLUMBUS? 


tests and comments on 

new foods and house You'll find all the answers in the 11th Annual Co 
hold products being lumbus Dispatch Consumer Analysis. A complete 
introduced in Colum up-to-the-minute survey of brand preference and 
bus . the #1 test buying trends of the more than 502,000 folks in 


market of the Midwest the Columbus city zone. Send for a copy 


Columbus Dispatch 


TELEPHONE CApital |-1234 TELETYPE CL 47) 
Read in 9 out of 10 Columbus homes. 
Barbara Myers, Food NATIONAL REPRESENTATIVES o Mara & Ormebee, inc., New Yor Lye 
: la Angele Ban FF t ) 
Editor, The Columbus MeAskitt Herman & Daley, ine Mia Bea 
Dispatch MEMBER METRO SUNDAY COMICS AND MAGAZINE NETWORKS 
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“How Am I Doing?” Punch Cards 
Tell These Salesmen Once a Month 


Prompt, accurate reports help Century Life men improve 
their performance by spotlighting number of terminations 
and the reasons for those terminations. These same reports 


are effective tools for the guidance of all supervisors. 


Vl achine accounting has been char 
wcterized often as “cold and impet 
onal Yet at Century Life we've 
found the opposite to be true: Our 
highl 


tem provide the most 


mechanized data-processing 
ettective 
means weve come across tor main 
taining a more pet onal relationship 
between management, salesmen, and 
tome! 


Thy closene 


tion means better customer service, as 


through mechaniza 
well as sales that are more profitable 
tor both salesman and company. 
Lhrough the 


principle of data processing, we are 


“common language 


ible to print monthly Persistency Re 
port which are distributed to sale 
men yen director and district 
Common lang jaye mean 
that data written manually once need 
never be written manually again: Lhe 
put into punched IBM 
are used to store all data 
taining to a poli \ and to record 
id payments 
ISTECNIC Re por whi h ; 
trom punched cards 
ery salesmen's work ove 
’4-month period, indicating the type 
ine he write the termination 
reason 


it Lit tandpoimet the 


Report provides two 
ettective 


increasing of bert ring sales 


means tor maintain 


It tells the individual sales 
man the status of his accounts pat 
ticularly with reference to termina 
tion The name of the assured and 
reason for termination, among other 
information, is printed on the report 
This gives the salesman an oppor! 
tunity to follow up and, possibly, re 
vain business that otherwise might be 
lost. In addition, the report lists the 

j 


total paid production ot the salesman 
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By MERLE HARTWIG 
Vice-President and Director 
Century Life Insurance Co. 


the amount of half volume policies in 
force, and the amount of full volume 
credit in force. All this information 
helps guide the salesman in his future 
work—saving accounts where possi 
ble, following up on others, and con 


track 


things are running smoothly, 


tinuing on the right where 


) 


stand 
point, the Persistency Report serves 


Krom management's 


as liaison between executives and 
salesmen and between the company 
and its customers. Working from the 
report, the agency director can spot 
sales trends of a particular salesman, 
whether they be good or bad. If the 
trend is good then the salesman de 
serves a pat on the back and encour- 
agement to keep up the good work; 
if the trend is bad, then the salesman 
can use the help of the agency di 
rector or district manager to put him 


back on the right track. 


lhe method of processing info 
mation which appears on the Per 
istency Report is simple: When in 
irance invoices are written on IBM 
equipment, decks of punched cards 
are produced as a by-product of the 
operation; and among these punched 
ards are Persistency Cards. 

Once a month the decks of punched 
cards are run through an electronic 
sorter which quickly and accurately 
breaks them up into agent classifica 
tion. All the Persistency Cards of one 
agent are stacked together These 
ards are then run through the IBM 
$03 Accounting Mlachine 


senses the punched codes and prints 


which 


the information onto continuous Per 
sistency Report forms feeding through 
the machine. 
The report contains the agent’s 
name (derived from a four digit code 


as 


on the punched card) date of 


the report, listings of all terminations 
(policy number, name, 
amount, date, and code number to 
indicate reason for termination), and 
paid production for that month. ‘The 
amounts of the terminations and paid 
production are totaled automatically 
and printed in appropriate boxes at 
the bottom of the form. 

‘Terminations, incidentally, are 
printed on a red section of the report, 
and a legend at the bottom of the 
form says, “Help keep your policy- 
holders out of the red.” 

In practice, the form itself helps 
salesmen to do just that. If a report 
lists one John Smith as allowing his 
policy to “lapse,” the agent can follow 


: 
assured’s 


up and try to revive the policy; if 
the reason for termination is “Not 
‘Taken,” an additional call on the 
might 
ahead with the polic y. 

From a company standpoint, the 
Persistency Report serves a valuable 
function in that it cuts down on ex 
pensive terminations. It usually takes 
from two to three years for the com 
pany to realize anything from the 
proceeds of a new policy. ‘UVherefore 
early terminations can be extremely 
costly. An agent with a high rate of 
early terminations is actually work 
ing to the detriment of the company 
But the fact that the salesman is 
capable of selling a large amount of 
insurance makes him valuable to the 
company—provided his work is chan 
neled correctly. ‘That's where man 
agement can help by stepping in and 
providing a guiding hand. 

In another respect, the Persistency 
Reports help the company to adjust 
each salesman’s drawing to his actual 
earnings. Any increase or decrease in 


person convince him to go 


sales, because of terminations, will 
show up accurately and currently on 
the report. The End 
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Here’s a real eye opener, Mr. Halfaway, 
Salt Lake-Ogden-Provo is one of the first forty markets 
You can bet your last shirt on the retail sales and potential 
of the Salt Lake-Ogden-Provo market . . . one of the first forty, 
General Merchandise Store Sales $98,375,000' 
TRI-CITY 577,000 pop.’ 100% unduplicated TV coverage 
33 -COUNTY MARKET 932,000 pop.' 92% unduplicated TV coverage 


KUTV KTVT KSL-TV 


CHANNEL CHANNEL CHANNEL 


Avery-Knodel, Inc. Katz Agency, inc. CBS-TV Spot Seles 
Representatives National Representatives National Representatives 


A.B.C. N.B.C. C.B.S. 


Offices and studios in Salt Lake City, Utah 


} Sales Management, May 10, 1957 
2. Nielsen Coverage Service, 1996 


The 


American Weekly 
moves up 


again! *q ———ANCIUNE 1957 


..+ has just concluded the 


greatest revenue bearing first half ans 377.75 


° ie —_ | ! ‘ee 
in its entire history! AD PAGES 


June marked another step forward , 
JAN.-JUNE 1956 $12,663,981 | 


and upward by The American 


Weekly. REVENUE 


The steady increase in advertising . 
pages not only reflects a growing . , 
media change to the Sunday maga- AD PAGES 


zine field in general, it is dramatic 


proof that more and more advertis- 

ers recognize The AmericanWeekly’s $10 §90 460 
unique power to move goods in vol- + t 

ume ...recognize, too, its great value REVEN U E 

as a marketing medium! 

The American Weekly, you see, is 


the trusted buying guide for over 


10 million families. 


“Circulation, too, is at 


an all time high!” 


" ditiiidiaias < 


The A 
MERICAN WEEKLY. .. trusted buying guide for over 10 million families 


63 VESEY STREET, NEW YORK 7, N. Y. 
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Legal Battles ahead for Manufacturers 


Who Cut Corners on Fair Trade 


Watch for the decision in the pending case against Parke, 
Davis & Co. If the company is maneuvered into a position 
where it settles a civil suit and abandons Fair Trade, many 
another firm will be made vulnerable to similar charges. 


By JEROME SHOENFELD 


Until recently, Antitrust Division 
lawyers of the Department of Justice 
could express their antipathy to Fair 
‘Trade only through occasional futile 
testimony before a receptive Congres- 
sional Committee. Periodically, they 
translated their aversion into refined 
legal argument, which found its way 
into one or more volumes of Congres 
sional hearings. 

That’s all over. The Division has 
found a way to prosecute. “The Su- 
preme Court told us to,” a Division 
lawyer explained. ‘Read the McKes 
son & Robbins decision.” 

As people who are not lawyers re- 
call it, that decision (June 1956) for- 
bids a manufacturer-wholesaler from 
embracing independent wholesalers in 
his Fair ‘Trade arrangements. An an 
titrust lawyer, who notices and re 
reads paragraphs other people skim, 
remembers one which says, in effect, 
that Fair ‘Trade should be allowed 
not a hair’s breadth more than the 
statute requires : 

“Congress has marked the limita 
tions beyond which price-fixing can 
not go. We are not only bound by 
those limitations but we are bound 
to construe them strictly, since resale 
price maintenance 18 a privilege re 
strictive of a free economy.” 

Every so often, a brief newspaper 
story reports that some State Court 
has refused to enjoin a discount house 
or Cut-rate drug store; ruling that un 
der the State constitution a dealer 
who hasn't signed a Fair ‘Trade agree 
ment is not a party to it and, there 
a violator. In strict 
obedience to the Supreme Court’s de 
Antitrust Division will 
prosecute manufacturers who try to 
force Fair ‘Trade in states that have 


fore, cannot be 


cision, the 


acted against it. 

‘The stake is much greater than the 
mere right to continue Fair ‘Trade in 
tree price territory. A company that 
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loses won't be allowed to set retail 
prices anywhere. 

Naturally, a manufacturer can still 
choose his customers. No law orders 
him to include discount houses in his 
Neither need he 
answer, much less honor, the orders 
they mail. But not every manufac 


salesmen’s routes. 


turer sells direct to storekeepers ; many 
depend on regional wholesalers. ‘Uhat 
provides ground for antitrust attack. 

If every local wholesaler dealing 
in a given product by-passes a cut 
rate store, the Antitrust Division will 
label the situation as 
Nor does that word imply action by 
a group of wholesalers; if just one 


“conspiracy.” 


handles the territory, his refusal to 
sell makes him vulnerable. 

One case of the kind has already 
been filed in Washington. In New 
Orleans, a Grand Jury is taking evi 
dence on what may be a second. ‘The 
first is against the drug company, 
Parke, Davis & Co. and attendant 
wholesalers, charged, other 
things, with conspiring to fix prices 
in Washington, D. C., in which there 
never has been Fair Trade, and two 


among 


Virginia cities, Richmond and Nor 
folk, where the State Court last year 
refused to enjoin a price-cutting Ben 
rus Watch retailer who hadn't signed 
up. 

‘This spring, a Washington Grand 
Jury for weeks took evidence against 
Parke, Davis. Shortly after it handed 
down an indictment in early May 
G. L. Walker, Parke, Davis vice 
president, sales, and S. M. Drips 
Baltimore branch waited 
patiently in court 


manager 
while the judge 
passed sentences on or set bail for 
people charged with such crimes as 
assault and theft. At last, it was thei: 
turn. Their lawyer requested that 
since they were obviously responsible 
citizens, no bail be set. 


“Everybody,” the judge replied 


the same in this court. We set bail 
on Dave Beck just a little while ago 
I can't see any reason for doing othe: 
wise now. $1,000.” 

The method of filing 
Parke, Davis will prove typical, lirst 
came the Grand Jury’s criminal in 
dictment. ‘The Antitrust Division had 
already 
which it filed promptly when the in 
dictment was handed down. It re 
peated the charges in the Grand Jury 


against 


prepared a civil complaint 


document and asked an injunction 
limited 
against price-fixing, against boycotting 


neither in place nor time 
cut-price dealers, and against refusing 
to sell over-the-counter drugs to re 
tailers not licensed to fill) prescrip 
tions. 

Criminal prosecution, if only for 
an antitrust violation, carries the 
threat of 


vides incentive for settling a civil suit 


a jail sentence, ‘This pro 


It is such settlements, abandoning 
Fair ‘Trade, that the 


wants. The additional count in the 


Department 
indictment and complaint—retusal to 
sell to others than druggists—-was in 
serted to give antitrust and company 
lawyers something more to haggle 
about than the criminal charges ‘The 
Department is not trying to force 
drugs that are neither advertised not 
displayed into crowded super markets 
which need the high turnover that 
results from high promotion 


Ire deral 


‘Trade Commission, antitrust official 


In contrast with ay 
rarely plot whole Campaigns against 
a practive. They don’t need to. A 
victory invites fresh complaints. If 
Parke, Davis loses, grievances of cut 
price retailers will probably flood the 
Division, which is ready for them 

The End 


Non-Fair Trade States 

Fair Trade is being outlawed 
in state after state by court de 
cisions that favor retailers who 
refuse to sign agreements. The 
latest such action this May, was 
Others, to date 


Colorado, 


in Indiana 
Arkansas, Florida, 


Georgia, Kentucky, Louisiana, 


Michigan, Nebraska, Oregon, 
South Carolina, Utah, Virginia 
There are no Fair Trade statutes 
in Missouri, Texas, Vermont 


and the District of Columbia 


Are You Getting Any Extra Value 


Out of Your Business Publication Ads? 


There's a lot of merchandising potential here and 
it ought to be tapped by your salesmen. Read 
the following case histories and you may discover 


several new techniques for selling with ad reprints. 


Readership of advertisements in business publications is 
phenomenal—at least by the usual standards of advert 
tising. The readers of these specialized magazines seem 
is keenly interested in the advertising messages as they 
ire in the editorial content. They come to associate you 
ind your company with the advertisements that you run 
in these papers and Magazines. And, since your ads 
probably represent your firm’s best public face, this linking 
of advertisement and company through business publica 
tions is good. ‘The question is: “What are you doing to 


perpetuate this tavorable image?" 


National Busine 


business periodicals 


Publications, Inc., an association of 
is currently conducting a campaign 
to encourage increased merchandising of advertising re 
prints to customers and prospects. Says NBP: “The way 
to get till more value out of your business public ation 
ulvertisements is to send or take them to your customers 
ind) prospects For instance, says the association, you 


might take a cue from one of these case histories: 


Salesman A 


Before | make a wing through my territory | pick out 


reprints of uitable ads and send them along with a 
reproduc tion of my own picture on a note sheet on which 
| write telling each prospect about when I'll be in his 
town and that U'll call him for an appointment, Sometimes 
! add a note, perhaps right on the reprint itself, pointing 
uit something the ad says that | want him particularly to 


ce because | want to bear down on that point when 


| see hin 


Salesman B 


Vly compan ends out preprints to my customers and 
prospects right trom headquarters but they always attach 
i note or a card with my name on it. However, there 
ire a few key companies in my territory that I’ve asked 
headquarters to keep off the master promotion list because 
| always want to send them reprints myself with suitable 
notes that help me make my main points.” 
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BEFORE the call, mail reprints or tear sheets. 


Salesman C 


“The roughest part of selling our service is getting an 
interview: an interview with a top management man in 
a good company. Analyzing my volume-cost breakdown, 
it was obvious that | wasn’t making enough presentations 


to warm prospects. 


“T set out to mail no less than 50 advertising reprints each 
week but am stepping up the pace to double that figure. 
I write my name in longhand across the left-hand corner 
of the reprint or tear sheet, and mail it in a good quality 
envelope. (1 use Southworth Bond—costs lc more each 
but the crispness and crinkle seem to add to the im- 
portance of the contents.) I put no return address on the 


envelope. 


‘These are addressed to my prospects, in each case starting 
with the top man. If, after a few weeks the president 
hasn’t returned the coupon, | go back through my lists 
again (my list shows the names and dates of all reprints 
sent out) and mail to the next executive of that firm. 


“My returns (coupons asking for the Analysis offered 
in the ad) have been better than six percent. My last 
five or six sales have been principals who wrote in response 
to my reprint mailings, and there are at least six or eight 
other firms that have had a presentation as a result of the 
mailings and are still very much alive for future business.’ 


Salesman D 


“When I do my case planning before making calls, I first 
figure out the main ideas | want to get across, then I go 
through my collection of ad reprints and pick out ads 
that do a good job of illustrating or dramatizing the points 


| want to register. I use the suitable ones as sales aids 
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during my call and sometimes leave them to help keep the 


impressions alive after my call.”’ 


Salesman E 


“I carry a complete set of reprints. | know pretty well 
which ones help me the most in nailing down certain 
points and | can snatch one out of my brief case any time 
I néed it so the prospect can see what I’m talking about 
in addition to listening to me.” 


Salesman F 


“T hit on an idea by accident. I'd forgotten to take reprints 
one time and during the call | had the feeling | wasn't 
getting my basic idea across. Since I didn’t have a reprint 
with me | looked around the prospect’s office and saw a 
copy of one of the magazines our advertising appears in. 
| picked it up, opened to our ad and said, ‘Look, here it 
is right in your own magazine and here’s the illustration 
that shows how this feature works.’ ‘The man responded 
so well, maybe because he saw the story right there in a 
magazine he reads all the time and has respect for, it 
helped me almost as much as if it was a third party telling 
the story. So now, even though | carry reprints, I always 
look around the prospect's ofhce and if | spot a business 
paper that has our ad in it I'll pick it up and talk from 
that. If not, [’ll use a reprint, although whenever possible 
I carry copies of recent issues with our ads and use those 
in preference to reprints. ‘Vhat’s pretty hard to do because 
we're in so many magazines, but you'd be surprised how 
often | find the businesspaper I’m looking for. If it isn’t 
in his ofice sometimes I'll ask for it and he’ll have his 
secretary get it.” 


Salesman G 


“Sometimes I ask a prospec t's or customer's opinion of our 
advertising. I’1l zo through some reprints with him and 
try to get him to tell me if he finds the information 
interesting and useful and what else he might like to see 
in the ads, or what he thinks other men with job responsi 
bilities like his might want to know about our product 
that we could include in the ad. This I usually do only 
with customers or prospects that I’ve gotten to know 
pretty well. | found that it not only helps register points 
about our product with them, but every now and then we 
get a darn good idea that I pass along to the advertising 
department.” 


DURING the sales call, show current advertising. 
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AFTERWARD, follow up with mailing of reprints. 


Salesman H 


“Sometimes when I’m showing reprints of our ads to 

prospect or a customer, | show him a list of the busines 

papers they run in and tell him about the terrific response 
we're getting from the advertising. | don’t lay it on too 
thick, but sometimes he gets the point that a lot of 
companies are buying our equipment and getting its 
advantages. Some of those companies are competitors of 
his and he doesn’t want to be the only one in the business 


using an inferior product 


Salesman | 


After each sales call | always write a little personal note 
thanking the man for the interview and attaching an 
ippropriate reprint or two, maybe checking off some of 
the points in the ads to remind him of what we talked 


about.’ 


Salesman J 


| try to set up a chedule 


mailing fo vo out 
between one sales call and the next ve ases where 
I know a prospect has gotten reprints trom headquarter 
I'll put reprints in my follow-up and send him another 
one every week or so with a ‘ry brief note reminding 
him of one or another of the sales point 


across when I was there last 


Salesman K 


I study my competitor advertising i whenever | can 
find a reprint of one of our own that does a better job 
on the same ideas [ send that along to my prospect, | 
usually do this after a sales call because it's during the 
sales calls that | begin to get some idea of how much of 
the competitor's story he believe ind what kind of 
impression competitive advertising g on him 
Practically every one of these salesmen n 
to personalize his company’s ads. When the 
before or after his call, he made 
as coming from him, and were trequently marked b 
to call attention to an idea or a 
ids were used during a 
ilized. In this way the 
of the ad as it appeared | * prosper 


public ation, and simultaneou getting (ra | 


for his compan advertising The End 
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product accep 


a kind of 


Redesign while 
mice | rill yrowing | 

ill ince,” 

0 t\ lcugene . Vage pre 
dent and chief exe othcer ot 
Lucky Lager 
that sells 250% of all beer marketed 
in California. (Lucky Lager also 


leads all other beers sold in the far 


Brewing Co., a firm 


western States aS a group.) 

Lucky Lager has pyust completed a 
redesign program which — involves 
trademark bottles labels bottle caps 
poimnt-or-pure hase 


trucks, 


Sud h a program is usually undertaken 


hipping cartons 


pieces——even the company 8 
by a manutacturet when the sale 
trend is down. But according to the 
elvage philosophy, up-dating might 
better be done while the sales trend 

favorable. Selvage believes manage 
ment people are becoming increasingly 
aware of the long-term value of con 
emporary styling as a basis for ef 


fective promotion. 
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TODAY'S DATE.-LINE on the 
new Lucky Lager packages is 
obvious. At the left, the old can 
design; at the right, the new. 
Other photos show new bottle 
and bottle cap, and striking dis- 
play values that can be achieved 
with multiples of the newly de- 
signed full-case shipping carton. 


Why Wait for Sales to Skid 
Before You Redesign? 


Lucky Lager beer, dominant brand in West Coast markets, 
undertakes a general face-lifting of all visual surfaces 
from trademark to trucks. Reason: Management sees con- 


temporary styling as an aid to effective promotion. 


Because of this approach, the pro 
gram was not undertaken in isolation 
from other sales factors. ‘The assign 
ment was given by Selvage, who initi 
ated the new label program, to in 
dustrial designers, Walter Landor & 
\ssociates. ‘he Landor group was re 
tained as consultants to do all styling 
of permanent and semi-permanent 
point-of-purchase material. 

The thought behind this move by 
Lucky “A completely inte 
grated visual identification program 


Lager : 


is more effective if central design con 
trol is exerted over everything that 
is related to sales activity.” 

Selvage explains, “We view this as 
a continuing program,” 

First move was to redesign the 
trademark—the big red X that has 
stood out on Lucky Lager containers 
for its 23 years of brewing history. 
Ihe basic symbol and colors have been 
retained but the X is now formed 
by a crossing of red ribbons on a 


background of white and gold. More 
compact, the design is now completely 
visible on can or bottle. An impres 
sion of “frosted gold,” (it conveys 
the idea of coldness even when the 
package is not refrigerated) is cre 
ated by the contrast of shiny gold 
and matte gold hop leaves used as 
background to the X. 

‘The restyling was extended to all 
of the containers, including the 6 
packs and the various cartons and 
shipping cases in which the beer is dis 
tributed and displayed. Nor have 
crowns and caps been neglected. A 
jewel-like quality has been added to 
these by the counterplay of metallic 
gold and red on opaque white. The 
same richness is achieved in the me 
tallic gold wreath of leaves on the 
bottle’s white neckband. 

Selvage observes: “We wanted a 
more attractive and beautiful label, 
one which our loyal customers would 
like, and which would have stronger 
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HOW CAN YOU BE SURE 


your advertising is reaching 
the plant men you want? 


JULY 


ied 


There is no possible way any ordinary circulation method can assure you of constant coverage 
of the plant men who are known to specify and buy... throughout industry — no ordinary 
method can get your advertising to new buying power as it appears... can avoid wasting your 
advertising on those who have vanished from the buying scene. 


Subscription salesmen can’t do it— 
Subscription mailings can’t do it— 
Ordinary list-building methods can’t do it. 


But there is a sure, practical way to get you the 
coverage you want of the plant men who have 
the authority to specify, buy, initiate requisi- 
tions—the way industrial sales managers do it. 


MILL AND Factory builds and maintains its cir- 
culation through 1,724 industrial salesmen who 
can personally identify and enter the subscriptions 
for the men they must sell ... who personally can- 
cel the subscriptions of those who no longer have 
the power to buy ... not at the end of a subscrip- 
tion term of one, two or three years, but with the 
very next issue of MILL AND Facrory. 


These 1,724 salesmen call on the approximately 
28,000 plants that are estimated to account for 75% 
of industry’s buying power. It averages out to about 
20 plants per man. The subscription canvasser 
must cover hundreds of plants to make a living; 
he can’t afford to call on any one plant more than 
once a year, at the most — he just doesn’t have the 
time to study each plant’s individual buying pat 
tern 
concentration at the local level, know these plants 

and, at any given time, the men in them, regard- 
less of title, who can specify and buy. MiLt AND 
Factory has more of these salesmen in Michigan 
and Ohio alone, than any other business publica- 
tion has circulation men in the entire United States. 


But the industrial salesmen, because of their 


These 1,724 salesmen are employed by 145 lead- 
ing industrial distributor organizations and re- 
gardless of your method of sales representation, 
these salesmen identify and sell the men who must 


Mills Factory 


Tees Me temmene 


be sold on your product—-whether they specify, 
buy, or influence the purchase of a product. 


This is Franchise-Paid Circulation 


The distributor has a stake in seeing that Miu. 
AND Factory reaches the right men, because he 
pays for each and every subscription in his terri 
tory with his own hard cash. In return he gets a 
signed ad on the back cover and a product insert 
ad of his choice in each issue. This can only pay 
off for the distributor when MILL ANb Facrory gets 
to the men he sells — the men you must sell 


coverage, sure; but do they read? 


MILL AND Facrory gets to the men who count, but 
that’s not all you want. You want readers 


That’s why Mitt ANp Facrory employs its own 
Reader Certification System to see to it that Miu. 
AND Facrory continues to go only to those who say 
they read it and want to keep on reading it. This 
is a very costly operation that goes far beyond 
BPA’s “verification” requirements 
reader is regularly asked if he reads it and wants it, 
insuring 100% readership certification 


every single 


There is one practical way you can be sure your 
advertising reaches the men who can say “Yes” 
or “No” and make it stick...who are known to 
be the important men today...who are known 
to read the publication that carries your adver- 
tising... MILL AND FACTORY, 


Mill & Factory reaches the men, 
regardless of title, 
your salesmen must see to sell. 


Mills Factory ~ 


A CONOVER-MAST PUBLICATION 
205 East 42nd Street, New York 17, N. Y. 


MAXIMUM Spender Impact 
for MINIMUM Dollars 


If you want maximum spender impact for your money — 
more advertising for your dollar concentrated on those with more 
dollars to spend—- plan your advertising in the Morning Courier- 
Express. It carries your sales message to the top 45% of the fam- 
ilies in ABC Buffalo—to nearly 1/3 of all families in the 8 Western 
New York counties that constitute the Greater Buffalo Market. It 
carries it to them in a clean paper where visibility is high—in a 
paper packed with news and features that insure readership. 

And for SATURATION among the 491,300 families in the 
& Western New York counties, use the Sunday Courier-Express — 
the state’s largest newspaper outside of Manhattan — your most 
potent sales force in reaching an effective buying income of 
$2,674,340,000. 

ROP COLOR 
available daily and Sunday 


Member: Metro Sundoy Comics and Sunday 


Magazine Networks 


BUFFALO COURIER-EXPRESS 


Representatives: SCOLARO, MEEKER & SCOTT 
Pacific Coast; DOYLE & HAWLEY 


Retail Sales Aid Memo 


Subject: New product and sales manual for retailers and their 
salespeople. 


Who: Bigelow-Sanford Carpet Co., Inc. 


Why: l'o provide a highly organized reference for informa 
tion on 52 patterns and weaves of Bigelow floor 
coverings and provide facts and ideas for sales pres 
entation. Equally important: ‘To give salespeople au 
thoritative answers to commonly encountered questions 


put to them by shoppers. 


What's different about it? |. Sponsors call the manual the “first 
nation-wide orientation of retailers and their sales 
men in the ‘style-selector’ method of selling.” Carpet 
grade information is divided by style families rather 
than by weave 
’, Bigelow’s “Fact Book” is more a sales manual 

than a catalog. It inc ludes a-b-c answers, for example, 

to the question, “How long will this carpet wear?” 

It details how to treat carpet stains, from blood to 

animal “accidents.” It suggests what a salesman can 

and should say to a buyer about proper maintenance. 

3. It relates the problems of carpet selling to the 

overall problem of home decoration, tells salesmen 

what carpets go with what styles of furniture. 


Distribution: Current, 12,000 copies mailed to retailers. 


appeal for the prospective buyer.” He 
thinks that what has been achieved 
is decorative in itself as a display 
piece in grocery or package store, or 
in a tavern. This intrinsic good looks 
is an advantage today, when every 
manufacturer is finding it harder to 
get additional display pieces put up at 
point-of-purchase and kept there. 

Another element was consciously 
built into the new design: appeal to 
the female shopper. Lucky Lager’s 
management wanted to attract this 
increasingly important customer for 
beer purchased for home consumption, 
while preserving the strong masculine 
definiteness of the original package. 

Grocery and package store shoppers 
were kept in mind in designing the 
full-case pack. Here, a look of light 
ness of weight was achieved through 
a clever interplay of color and design. 
Bright, light colors are used against 
a background of weaving barley. 
Three X’s are visible but their effect 
is not severe, due to the barley-design 
frame. ‘The resulting appearance of 
lightness should cause more consumers 
to pick up a full case, according to 
spokesmen for the design group. 

Six-packs were designed “for maxi 
mum beckoning power in store dis 
plays, plus fineness and a gay look in 
the home refrigerator.” “The Lucky 
Lager colors of red and gold on this 
carton appear against a contrasting 
section of light turquoise blue to sig 
nal coolness. When these packs are 
stacked for display, the result is a 
strikingly effective design unit, ful 
filling the decorative function of a 
modern package and imparting a 
festive air to any store, achievements 
welcomed by more and more supe1 
market operators. ‘Votal effectiveness 
was confirmed in a comprehensive 
market test made before placing the 
label on full line production. 


Tops for TV 


McCann-FErickson, Inc., Lucky 
Lager’s advertising agency since the 
brewery’s inception in 1934, finds 
that the new design and packages 
“succeed in making stronger impact 
in all forms of visual advertising, in 
cluding black and white reproduction 
and television.” 

With completion of the package re 
design, attention has shifted to inte 
gration of point-of-purchase materials 
into the program. 

Lucky Lager is brewed in the com 
pany’s three large breweries located in 
San Francisco and Los Angeles, 
Calif., and in Vancouver, Wash. In 
1956, from these plants, the company 
produced and sold 1,960,114 barrels 
of beer, becoming 12th largest brew 
ery in the United States. The End 
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ANSWERING THESE QUESTIONS 


may help you spot a way to make your present 
sales training program more profitable 


7 Can your salesmen demonstrate that your 4. If your answers to these three 


product is of equal or superior quality to com questions are “Yes”, why do some of your 
veting products? yes no , . 
I BI salesmen do such a better job of selling than 
2. Are your prices comparable, or can yout others? (Could it be true that, while most of 
salesmen show that your values are equal or your salesmen perform well on selling quality, 


> , ” » . 
better’? yes no value and service, your top producers com- 


3. Can your men sell the fact that your service mand greater stature—a higher degree of 


to your customers are equal or superior to those respect—in the eyes of their customers and 


of your competitors? yes no prospects?) yes no 


Of the important factors governing a salesman’s suc The enthusiastic response that greeted this typical 
cess, you can usually control his performance in dem R.LA,. sales analysis clearly demonstrates the impor 
onstrating quality, value and service through your own tance of the simple premise that every business execu 
training efforts. But thousands of top sales executives tive understands so well —that everything a salesman 
now agree that the salesman’s stature in the eyes of does and says; his personal management, his ability 
his prospects is often the determining factor in his to get along with others, to win the confidence and 
getting a higher percentage of his territorial potential, respect of his customers —in fact, his sheer ability to 
and holding it. sell—depends in large measure on his level of emo 
tional maturity. This analysis turns the salesman’'s 
attention to a searching appraisal of himself and his 
emotional maturity —encourages insight into himself 
and others, shows him the way to personal growth 
A copy is yours for the asking; the coupon is for your 
convenience 


If you agree, you may be interested in learning how 
over 3,000 companies employ Research Institute's new 
method of strengthening sales performance by improv 
ing the stature of their salesmen, from the viewpoint 
of their customers and prospects. The key to the suc 
cess of the Institute’s unique method is the way it 
improves the salesman’s attitude toward his company, It’s easy to find out whether, in your judgment, 
his job, his customers and “selling” as a professional 
career. It helps salesmen grow and attain an emotional 
maturity through a new “whole man” concept which is Half an hour with our representative should do it 
different from anytnuing you have ever seen Regardless of any decision you make you will get 

enough good sales ideas to repay you many times over 


this plan can be of help to you. 


In no way is this R.LA. method just another sales for the time you take to see how other sales executives 
training program. It is not something designed to re use our plan to make more of their men top producers 
place anything you are doing now. Obviously it won't 
make every man a star. But the experience of more 
than 3,000 companies does prove it will help a gratify 

ing percentage of your salesmen do a more effective 
and profitable job of selling for you; that it will help i 
you cut sales costs and make your present good sales Research Institute 


training efforts more resultful 


We urge you to fill in and mail the coupon, We'll work 
out a meeting date convenient to you. 


of America 
See for yourself; send for the free sales analysis, 
“The Mature Man...How to Achieve Personal Growth’’ 


that helps salesmen develop emotional maturity. Research Institute of America 
4 Selling and Merchandising Division, Dept. 32 
589 Fifth Avenue, New York 17, New York « PLaza 5-8900 
Please send me the free Sales Analysis ‘The Mature Man 
I'd like to hear more about how other companic with 
sales forces about the size of ours use your new sale 
development plan to improve their own sal prograr 
(We have salesmen.) 


589 Fifth Avenue, New York 17. NY 


Name 
Title 
The Mature Man 


Company 


Street address 
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TOMORROW'S KITCHEN: This homemaker’s dream will 
be on view during 29 different shows this year. This week 
the Miracle Kitchen exhibit opens in Minneapolis, Minn. 


“mechanical 


maid” 


/ 


_— 


MECHANICAL MAID: No more housemaid’s knee for the 
woman of the future. She just presses a button and the 


cleans those floors all by _ itself. 


You Can't Buy These RCA Whirlpool Products! 


Two touring Miracle Kitchens of tomorrow are giving con- 


sumers an enticing glimpse of the pushbutton kitchen of 


the future. The result is top-rate public relations today. 


a look 


hon 


itomobile manufacturers 
covery when they began 


xperimental cars-ot-the 


Now the Whirlpool-Seeger Corp 
ed Detroit by giving the cu 

i rlimpse into the future. [he 
\\ hirlpool Is con 
embodied in the RCA 
Miracle Kitchen, intro 
Public 
hen of tomorrow was so great 

year two mobile Miracle 


ws are tr iveling by truck 


i il i 
erned 1 
Whirlpool 


duced last year interest in 


Canada and trom 
New York. They will 
ina total of 29 different 
week the Miracle Kit 
\Iinneapolis, Minn 
| in advanced research 
rlpool engineers this 
ird-working home 
delight Only one 
0 au Kitchen’s features is 
ivailable today Lhe Whirlpool 
washer \s tor tomorrow 
No more sweat ng over a hot stove 


Both the Mira le Kitchen’s cooking 


12 


surface and cooking utensils remain 
cool. Only the food heats. ‘Vhe same 
applies to the electronic oven which 
bakes a cake or 


minutes and cooks vegetables in se 


broils a chop in 


onds 

Cleaning floors on hands and knees 
becomes just a memory with RCA 
Whirlpool. A battery operated ‘me 
chanical maid” goes over the floor 
picking up dirt and removing and 
washing spots. ‘he housewives’ total 
effort: pushing a button! 

Refrigerator compartments, food 
storage shelves, mixers and grinders 
slide from hidden wall panels, acti- 

ated by a wave of the hand. A self 
propelled cart detaches itself from a 
dishwashing mechanism in the wall, 
moves under its own power to the 
dining table and delivers table serv 
e. Or, it will receive soiled dishes, 
turn to its nest, dispose of waste, 

1 wash the dishes. 

The key to the RCA Whirlpool 
Miracle Kitchen is the planning cen 
ter, a semi-circular desk with buttons 
and controls on one side and the cook 
ing surface on the other side. While 
playing ‘“‘button, button” to do her 


kitchen work, Mrs. Housewife can 


watch what baby is doing in the nu: 
sery, check other rooms in the house 
or see who is ringing the front door 
bell, via a closed home ‘UV circuit 
‘The receiver sits atop the planning 
center. 

A flip of a switch and she can 
watch regularly telecast programs. In 
fact, she do almost anything she wants 
to in this kitchen except work; the 
kitchen does that for her! 

Distributors go all out to promote 
appearances of the Miracle Kitchen 
units in their areas and RCA Whirl 
pool helps them. A maste1 promotion 
plan offers press releases, newspaper 
radio and TV advertising 
suggestions, direct mail copy, and gen 


ad mats, 


eral promotion ideas. 

W hirlpool doesn’t claim that these 
touring units have been a major in 
uence in the firm’s 1957 first quarter 
sales boost to $112.1 million against 
Neverthe 
less, the company is happy to admit 
that Miracle Kitchen demonstrations 
have done a lot to spread the RCA 
Whirlpool brand name—proof, in 
this case at least, that planning for 
tomorrow makes friends today. 

The End 


$95.0 million last year. 
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To SELL MORE FOOD in Dallas... 


concentrate 


your advertising in 


THE DALLAS MORNING NEWS! 


MONEY SPENT 
INCOME PER FAMILY FOR FOOD 


The Department of Agriculture: | stenenmnd per family, per week 
has promed: . $2,000 to $2,999 $22.54 


THE HAVE-MORES _— = 
$4,000 to $4,999 30.24 

E AT MORE $5,000 to $5,999 | 33.05 
sge $6,000 to $7,999 | 36.17 

AND BETTER! $8,000 to $9,999 | 39.23 

: : ‘ $10,000 and Over 52.35 


U. S. Department of Agriculture 
Household Food Consum 


DALLAS NEWS READERS have more, spend more, 
and there are more of them! 59.7% of The News’ Dallas circula 
tion is concentrated among families in the upper and upper-middle 
income brackets. Add to this the buying of The News’ 92,000 
subscribers in the out-of-town Dallas Market, in which 91,000 
non-residents have active charge accounts in one or more Dallas 
Charge-Plate stores. 

It’s a long-standing custom that Dallas-buying North Texans 
look to The News to guide their in-Dallas purchasing. They account 
for 36.8% of Dallas’ retail sales 23.4% of Dallas’ food sales! 
With The News’ 20% larger circulation and this more selective, 
quality coverage of the entire Dallas Market, you’re bound to SELL 
MORE when you CONCENTRATE in THE DALLAS NEWS! 


peo Oe Dallas Morning News 


BIGGER DALLAS MARKET Member, Metro Sunday Comics Network 


CRESMER & WOODWARD, INC. «+ National Representative 
New York Chicago Detroit Atlanta Los Angeles San Francisco 


SULT $89, 997 


Comptometer Abandons Salary, 
Switches to Straight Commission 


A new management, fighting to convert red ink to black, 
decided to quit subsidizing the poor producers. Today 
sales are up, and many men have substantially increased 


their earnings. Salesmen now have protected territories. 


car wher remtorcements 
he management team at Felt 
int Mfg Co 


major changes were made that are of 


Chicago, two 


high interest to the field of marketing: 
(1) The company name was changed 
to Comptometer Corp., much bette: 
(2) The sale 


on a completely new incentive basi 


known force was pu 
traight commission 

Lhe new management is rebuilding 
the 70 year-old pioneer in the office 
equipment field, as indicated by an 
nual report figure released in late 
pring. A nine-year downward trend 
of net income has been halted. Income 
leclined $2 million in 1948, there 
was a $451,000 deficit in 1955—but 
ale n 1956 rose 18.2%, to $11 
SOL LO, 

Li I, Carr 


began to rectify matters as soon 


general sales man 


took over his new duties. Be 
fore, he'd had a ringside seat as west 
ern division sales manager for Comp 
tometer dictation products. 

The salesman’s compensation plan 
that existed moved in 
too faulty, but it didn’t offer 
the incentive necessary to spark the 


when Cart 
wast 


W hole 


t flat $360 per month, for which they 


S$? OOO 


taff. Salesmen were being paid 
were ipposed to turn in 
worth of business. For every dollar in 
ales over the $2,000, the men re 
ceived 18% commission on a quarterly 
basis. The company took care of their 
ar expenses and certain other costs 

Only part of the sales force worked 
o get that 18%, 
were satished to live on the salary 
‘Nobody, 


examined their sales performance, and 


Loo Many members 


Carr tound on analysis 
there were no dollar statistics avail 
ible. We ascertained that some low 
producers were costing us $5.31 for 
every dollar of business they brought 
in. If one of those men brought in 
only $1,000 worth of business, the 
sales cost was as high as 36%.’ 

I here was no real incentive to get 
high sales volume ey ept tor the men 


with push. 


74 


Carr explains what he wanted to 
“First, we wanted to bring 
sales costs into line, for we were not 


At hieve ° 


meeting salaries with sales. Then we 
wanted to employ incentives to get a 
drive. Finally, we 
wanted to give the men a shorter wait 


stronger sales 


for their incentive, or commission.” 

Comptometer sales executives 
evolved a plan which is working suc 
today. ‘The men are on a 


basis, and are 


cessfully 
straight 
paid almost as soon as they get orders. 
All men selling city areas now get 
20% commission, while men selling 
smaller towns and rural areas receive 
23%. “We've set up a draw system 


commission 


for expenses at $250 per month,” 
Carr explains further. “This takes 
care of the groceries and may cover 
payments on a family’s new washing 
machine or ‘TV set. If this draw is 
not earned, it is carried over to the 
next month, and must be made up. 
‘Too, the men now pay their own car 
expenses,” 

Fach salesman now has a protected 
territory, Carr points out. If a large 
Chicago 
dictating machines for its San Fran 
cisco office, salesmen in both towns 
share the commission. The Chicago 
man gets one-fifth, and four-fifths go 
to the San Francisco man. “Big city 
men can get lots of ‘fifths’ in this 


corporation buys several 


manner,” he says. 

How was the new plan presented 
to the men and what was their re 
action? “With 74 divisional and four 
regional offices, we couldn't travel 
around explaining the new program 
to everyone, so we met with the sales 
managers and explained it to them. 
(Incidentally, their compensation sys- 
tem was not changed). While formal 
notification reached the men in a 
letter from the company, their man 
agers detailed the new program to 
them,” 

The salesmen were told that the 
new plan was to go into effect Janu- 
ary 1, 1957, that they could have 30 
days grace in which to think it over, 
if they wished, and come into the plan 


on February 1. Results were some 
what astounding. More than 700% ot 
Comptometer’s salesmen chose the 
new plan. 

“We lost a few high-cost men when 
they realized that the gravy train had 
stopped at last,’ Carr says. “They 
knew they had to sell or fail com 
pletely. ‘Then we increased the sales 
force by 30%—and recruiting was 
good under this new offer.” 

New men go through a transition 
period during which they receive a 
nominal salary. hey are not expected 
to produce immediately and they’re 
paid from $250 to $325. “This 
amount is not charged against a man 
nor does he get commission,” Carr 
explains. “But if he feels that he can 
sell and wants to get off salary and 
on commission, he may do so at any 
time. He should be producing in 60 
days or he’s in the wrong business.” 

The new commission plan is natu 
rally most advantageous to the better 
salesmen, who have enjoyed consider 
able increase in income; even lowe 
bracket men have doubled their in 
come in many cases. 

One salesman in the east made 
550% of his quota in May; another 
earned $2,700 in commissions, and 
another, $1,600. “Two 
doubled their income over the same 
period last year, though not quite so 
$600 as 
income from com 


other men 


spectacularly, hitting over 
average monthly 
missions. 

Quotas are based on a conservative 
estimate of what a city salesman and 
his counterpart in rural areas should 
sell. New men are given a $2,500 
monthly quota. After the first year, 
this is raised to $3,000 per month. 
Accounts are now settled monthly in 
stead of quarterly, as before. 

Carr’s office gives 
managers help in recruiting and se 
lecting salesmen. ‘They're furnished 
with manuals explaining how to 
screen applicants, and with a guide 
on sales training, Comptometer style. 
The company’s responsibility, the 
manager’s, and the salesman’s, are out 
lined more clearly than ever before. 


‘ 


district sales 


‘Under the new plan, we're get 
ting more men and sales are increas 
ing substantially,”’ Carr says. “A new 
salesman is now out and selling in his 
own territory the second day with us, 
working with his manager, watching 
and learning. Most important, he 
learns how to close the sale.” The End 
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SYRACUSE 
MARKET 


No Other Combination of Media 
Will Do 4 Comparable Job 
at 4 Comparable Cost 


OUR STORY 1S SHORT, SIMPLE—AND SOLID! In Metropolitan Syracuse 
(Onondaga County) there are 384,100 people, with annual buying 
power exceeding $657 million. In 14 surrounding counties there 


are an additional 1,008,200 people, with annual buying power 
exceeding $1.4 billion. Total 15-county population: 1,392,000. 
Total buying power: $2 billion plus. 


These newspapers deliver 100 per cent home coverage of Metro- 
politan Syracuse daily and Sunday, and effective coverage in the 
14 other counties—for example, daily coverage ranging from 55% 
to 76% and Sunday coverage ranging from 81% to 95% in the 
five adjacent, populous counties! 


To sell this truly great market, you just can’t buy another combina- 
tion of media that will do the job so thoroughly, so economically. 


FULL COLOR AVAILABLE — DAILY AND SUNDAY 


Represented Nationally by America's Best 
MOLONEY, REGAN & SCHMITT 2 Test Market 


the SYRACUSE My NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 
Evening Sunday Morning & Sunday 


CIRCULATION: Combined Daily 233,150 Sunday Herald-American 221,744 Sunday Post-Standard 105,245 


JULY 19 1957 


By reputation, salesmen are reluctant to credit 
anything but their own selling efforte for getting 


names on the dotted line. 


Actually, it’s quite a different story. The most 
successful salesmen will tell you two important 
things about selling. 1. That the selling process is 
largely a matter of communicating ideas. 2. And 
that specialized business publication advertising 
can help importantly to register information 


with prospects. 


Of course each salesman will express this in his 
own way... but they all agree that selling would be 
far more difficult without the advertising that 
appears in the industrial, trade, and professional 
publications that serve the specialized markets 


to which they sell. 


Here, for instance, is what three salesmen say 


about this kind of advertising: 


i 


* 


William W. Cox 
AMP, Incorporated 


sells to industry 


Says Mr. Cox: 


“The quickest way we can introduce a product 
is by introducing it through advertising in busi 
ness papers. That way we get it around faster 
than we can by word of mouth alone. On occasion 
my home office has inquiries out to me before I 
can get to the customer or prospect to introduce 
a new product. They've already seen it in a trade 
magazine 


“It’s interesting to note that within the last two 
weeks I received a survey which shows about 80 

of the new customers we get on our books comes 
through our trade publication advertising. Of 
course, our company is only 15 years old and 
we have grown from what you might say, noth 
ing, to the biggest in our business. Certainly a 


lot of that has come from our advertising cam 
paigns. Our name is known throughout the world 
right now, purely because of our advertising pro 
gram. When I go to a prospect now, they know 
my company, they know my product... it makes 
my job easier, and opens doors when I have to 
make cold calls.” 


George A. Ecclesine 
Gerberich-Payne Shoe Co 


sells to retailers 


Says Mr. Ecclesine: 


“We couldn’t get along without trade advertising 
in the boy’s shoe business. I'll tell you why. 


“Ours is not a big shoe company but we have to 
cover the whole country. There are just ten sales- 
men. Most of our business is done with the 
smaller retailers and you can see that we are not 
able to call on any one retailer too often. But 
our advertising can call on these fellows every 
month. We know that they see the ads and read 
them because they know who we are when we 
walk in the door and they’re ready to start talk 
ing about the very things that have appeared 
in our ads. 


“For instance, we had an idea that the boy’s 
shoe business was being neglected by the general 
clothing store or the general shoe store, and was 
drifting to the men’s shoe stores. To dramatize 
this concept of business being lost we started 
running a series of initials at the foot of our ads. 
They read BSB-F MB. 


“People in the trade started asking about these 
initials and the mystery was built up to a climax 
at the shoe convention in Chicago that year. 
There we made it known that the initials stood 
for ‘Boys Shoe Business is Future Men’s Busi- 
ness.’ The idea really caught on. As you can see, 
the whole build-up was made, quite inconspicu 
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advertising actually sell? 


JULY 


‘o, 


ously too, in our trade advertising. That’s just 
one example of how much we know these trade 
ads are read, and what a job they are doing 
for us.” 


Fred Snyder, Cleveland District 


sells to industry 


Worthington Corporation 


Says Mr. Snyder: 


“We have, of course, sales leads from our business 
paper advertising that are forwarded to us on a 
monthly basis. But also the trade advertising has 
its impact on many who do not at the time re 
quest specific information. Worthington is far 
better known today than it was five years ago, 
due in no small measure to the aggressiveness of 
its advertising and sales promotion department. 


“Their work makes my job easier. First of all, 
we have an entree in companies where some 
Worthington products were not previously as 
well-known as our original line. We’re getting a 
lot better sales coverage on all products. The 
Corporation manufactures so many products to 
day that even regular customers may be unfa 
miliar with some of these products. Through trade 
advertising and sales promotion we have been 
able to sell the whole Worthington line 


“Getting back to sales leads—they are particu 
larly helpful to our dealers. In Cleveland, W. M 
Patterson Supply will undoubtedly receive in 
quiries from Worthington’s advertising. Scott 
Tarbell, Inc., Cleveland Oak Belting, or other 
dealers handling special product lines will pick 
up leads from our advertising to help them get 
business. 


“T think we’ve grown eightfold since the war 
This year we hit two hundred million. It used 
to be that twenty-five million was a good year 
The advertising and sales promotion department 


1957 


has aggressively been attacking their part of the 
problem within the last five years. Prior to that 
the name Worthington was not nearly so well 
known and we put much less emphasis on adver- 
tising.”’ 


Ask your own salesmen what your company’s business 
publication advertising does for them. If their an- 
swers are generally favorable you can be sure that 
your business publication advertising is really helping 
them sell. If too many answers are negative it could 
well pay you to review your advertising objectives 

and to make sure the publications that carry your 
advertising are read by the men who must be sold. 


How salesmen use their companies’ 
advertising to get more business 


Here's a useful and effective package of ideas for the sales 
manager, advertising manager or agency man who would 
like to get more horsepower out of his advertising. Send for 
a free copy of the pocket size booklet entitled, ‘‘ How Sales 
men Use Advertising in Their Selling,’’ which reports the 
successful methods employed by eleven salesmen who tell 
how they get more value out of their companies’ advertising 


) You'll find represented many interesting 


variations in how they do this. Some are 
very ingenious; all are effective 
be sure that more of your salesmen will 
use your advertising after they read how 
| USE others get business through thes inple 
BUSINESS 
PUBLICATION 
ADVERTISING 


IN THEIR 


SELLING | 
\\I 
| { 


distribute it as widely as you please. Lut first 


HOW 
| SALESMEN 


method 


The coupon is for your convenience in 
vending for your free copy. Then, if you 
decide you want to provide your salesmen 
with additional copies, they are available 
from NEP Headquarters in Washington 
at twenty-five cents each. Or if you chocm 
you can reprint the material yourself and 
wml for 


your free copy 


NATIONAL BUSINESS PUBLICATIONS, INC. 


(Wale 


...each of which serves a 
specialized market in a specific 
industry, trade or profession. 


NATIONAL BUSINESS PUBLICATIONS, INC 
Depurtment it 
1413 K Street, N.W. 


Washington 5, D. C STerling 3-7533 


Please send me a free copy of the NBP booklet 
‘tow Salesmen Use Advertising in Their Selling 


Name 
Title 
Company 


Street Address 


a 


1F YOU AXE THEM they’re destined to end 
up by losing their heads before fall arrives. 


Summer Turkeys: The Sales Are Cool 


eve cars ago the nation turkey 
a bumpet crop ot gob 
blers on their hands. At Thanksgiving 


time, at Christmas time, the situation 


vrowers had 


vouldn't have caused the growers to 
Hick a pinteather, But thousands and 
thousands of turke all making 10 
lecibel noises and eating their heads 
off-—that was disaster. ‘The growers 
ent uf Hares And the National 
Il urke lederation that serves the 
350 million turkey industry—came 
Why asked NTE 


houldn’t we put on a 


te the rescus 

pokesmen 
dsummer promotion ? 
And that Wil the 

\lidsummer ‘Turkey 


promotion 


beginning ol 
lime For the 
moved carloads of turkeys 
trom the 


dinnet pl ite 


farmyard to the nation’s 
Phe annual promotion 
held from the last week end " 


July through the first week end in 


4 


\ ' 
couldn't have sold 


People 


( ranber ries 


not in summer 
turkeys—like 
weather fare But the ad 
outdoor grills and the so 
ver-roaster turke' 


weighing 
» seven oF eight pounds 
barbecuing——has changed the 
‘ \nd new trains of turkeys 
ntroduced I he Belts idle 
white turke leveloped by the | . 
Department ot 


ive been 


\griculture one of 
pop lar of the sn ill-type 
| ny and roasting 


oT people have ‘7 on 


turkey-prod 
own merchandi 
work at the 


HirKe 


market 
ket cooperation on promotion. At the 
national level is the National ‘Turkey 
Federation. It sends out a fancy kit 
with 


vetting grocer and meat mat 


advertising promotional 
ideas, pennants, recipes. It can and 
does supply lists of food editors, pro 


motion people, 1'V program directors, 


mats, 


radio farm service directors, who can 
lend Cooperation. It provides 
scripts, written for radio and the food 
One of 


these si ripts, tor radio, can easily be 


even 


pages oft local newspapers 
built around a local setting by merely 
changing the wording of the pattern 
established in several key paragraphs. 
The sc ript tells how to plan an out 
door barbecue with turkey as the piece 
de resistance 

14-minute 76-trame 
color filmstrip, titled, “Eat ‘Turkey 
Keel Perky.” It is based on Cornell 
University studies that found turkey 
meat highest in protein of all red 
meats and poultry and low in calories. 
This filmstrip 


‘I here's a 


with tempting color 
pictures of turkey dishes, is aimed at 
women’s 


home economists, dietician 


LrOUps and anyone concerned with 
menu planning 

And to make it local 
yroups to arrange tor a radio spot or 
chain break, NTF gives step by step 


dl rections It suggests tor 


that since 


easier tor 


instance 
many teed companies and 
other commercial firms have radio 
tine that thev use 


hould be 


opportunit 


regularly they 


contacted and oftered an 


motion 
Phen folder 
Let Have a Lurkey Barbecue 


« ordered 1" 


theres a our-page 


wholesale lot 


THE HUMAN SIDE 


BY HARRY WOODWARD 


GOBBLERS TO GOBBLED. Promo- 
tion sold you on turkey-eating in July. 


will appeal primarily to men. For it 
even provides suggestions for building 
a backyard fireplace. (NTF is so 
promotion-minded that one turkey 
farmer insists the Federation would 
build a backyard fireplace if the 
owner would agree to broil only tur 
keys on it!) ‘The folder gives the boys 
recipes for several barbecue sauces 
and directions tor preparation for 
anywhere from six to 50 people. 
But the item in the NTF’s promo 
tion kit that probably will get the 
titled 
“How to promote turkey in 10 easy 
steps.” This one practically makes a 
public relations man of any local com 


greatest mileage is the one 


First, says the 
pamphlet, organize a strong commit 
tee with good officers. Then order the 
N'TF’s sales kit. ‘Vhird, include othe: 
people — professionally 
marketing turkeys. Contact them, in 


mittee’s office boy. 


interested in 


vite them to a meeting. 

Next, plan a special turkey lunch 
eon and invite these people to it. At 
the luncheon outline your entire pro 
using an NTF film to back 
ideas. After the 
contact guests individually, soliciting 
their help. Next contact editors, se 


vram 


up your luncheor 


to it they have stories and pictures 
(jet eac h member ot the committee to 
repeat the program in his own home 
irea. Make turkey available in the 
markets and, finally, send gift turkeys 
to key trade 


cooperate 


and media people who 


And with promotion like that. it 
appears you and I are going to be 
turkeys until well 


eating summer 


intil we gobble 
The End 
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A_ NEW SERVICE for NATIONAL ADVERTISERS 


To tell interested readers of your National Advertising 


in magazines where they can buy your products locally. 


A MESSAGE FOR USERS OF YELLOW PAGES 


United Information Service by 1958 will be listed in 1,000 telephone directories serving 10,000 
communities and probably 85% of all magazine readers. You can suggest in your magazine 
advertising that readers can find the name and location of your nearest dealer by phoning ‘United 
Information Service, listed in your phone book.” Our operator will give out information about 


your product only, and will give’ you and your dealer a record of the inquiries handled 


For more information about this new service which can be a valuable addition to your market 


ing plans write for free booklet (or further details) 


UNITED peceereencncncncecesnenenencoes 


United Information Service 
Wellesley Hills, Mass. or 
6 Maiden Lane, New York City 


INFORMATION 
SERVICE 


Wellesley Hills, Mass. or 
6 Maiden Lane, New York, N. Y. 


{AAW 


- Gentlemen: Please send me without obli- 


gation your booklet on your new Informa- 


tion Service. 


We are a 100 per cent owned subsidiary of the 
United Stores Corp, which has had years of « 
perience in serving national advertisers of all 
kinds of products 


RESERVATIONS FOR 1958 ARE NOW BEING MADE 
THROUGH LEADING ADVERTISING AGENCIES 
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WORTH WRITING FOR... 


Metropolitan Market Areas 


957 anal presented for quick 
and 
the 
and 


262 


reference of sales estimates 
omparison to facilitate 
and execution of sales 
In it the 


Areas 


descend 


dvertising programs 
Vi etropolitan Market 
I Ke’ y dollar 
for all 
compiled by 
Included 
ind 
over 1948) of 
Viarket 


ifications by 


are 
volume inl 
store 


basic retail 


cation SALES 


1EN1T are the im 
ranking 
Metro 
Areas in the 
dollar 
cending order; ranking of the 
top LOO Metropolitan Markets in the 
ition in retail sales dollar volume 
and the top 20 markets in the South 


ale cla In 


ire comple te SALES 


losses 


262 


uv 
gain 


basic 
ile ( la 


n de 


volume 


basic ification 
there 
VMIANAGEMEN' 


Pou cr 


in the 

iddition 
Buying 
for all 262 Metropolitan 
North 


and a 


Survey of 
data 

complete Carolina 
ity data ummary of 


the 48 


of the nation 


tates and 
Data 


total 


for 9 regional 


COVET popu 


lation familie retail sales 


general merchandise, furniture-house 


hold-radio food tutomotive drug 


YOUR ADVERTISING BELONGS IN 
The Farm Publication YOU'D \Read— 


IF YOU LIVED IN TEXAS OR OKLAHOMA! / 


Texans and Oklahomans appre 
of ranch and farm news in The 
ONLY farm publication 


Edited 
Edited 


Separately) 
Separately 


This separate 
of Texa nd Oklahoma 
ting 
about specif In f 
the most helpful of 
rural Southwest! 
Yes your 
you'd read if 
The Farmer 


find 
ntensely intere 


talk 
j voted 


needs 


advertising belongs 


you lived in the 


The Farmer-Stockman | 


so help 


late 


Farmer-Stockman 


for 


hardware 


gasoline 


apparel, lumber - building 

eating and drinking places 
service stations, per family and per 
capita sales, buying power quotas and 
quality index. Copies of “‘Metropoli 
Market Areas Sales: 262 Mar 


kets” are available by writing on your 
letterhead to the Advertising 


tan 


business 
Research Department, Greensboro 
News and Record, Greensboro, N.C. 
or they may be obtained from the 
offices of Jann & Kelley, Inc., in New 
York, Chi ago, Detroit, Atlanta, San 
Francisco and Los Angeles. 


St. Paul Consumer Analysis 


Eleventh annual survey of brand 


preferences and buying habits of the 


131,080 families who live in the St. 
Paul A-B-C City Zone, to supply 
marketing and sales executives with 
facts concerning their products in this 
area, It includes brand preferences for 
products ; cleaners and 


food ; Soaps, 


polishes; paper products; aluminum 
foil; tooth powders and pastes; wom 
en's and men’s toiletries; wearing ap 
parel ; household products ; soft drinks, 
tele 


floor 


beer and hard liquors; watches; 


vision sets; electric applian es ; 


the localized treatment 
the 


Texa 


for Oklahoma! 


The 
ful 


act 


any 


Rural Southwest 


Stockman for maximum 


434,813 


editing explains why ranchers and farmers 


Farmer-Stockman so 
It gets closer-to-home 
The Farmer-Stockman 
magazine reaching the 
the publication 
It belongs 
sales re sults! 


farm 


Paid 


Subscribers 


OKLAHOMA CITY + DALLAS 


400 N Michigon Avenve 


Chicoge 11 


420 Lexington Avenve 
New York 17, MU 


J. H. Hunter, Advertising Director 
500 N. Broedwoy 
Okiahome City |, Cintra 2 
4321 WN. Centre! Expresnwey 
Daltas 5, LAkeside 1.3121 


SUperion 7.6145 3311 


oy Will 4.3340 


covering; outside and inside house 
paint; outdoor sports equipment; 
pens. A copy of “1957 St. Paul Con- 
sumer Analysis of Brand Preferences 
and Buying Habits” may be obtained 
from George McFadden, National 
Advertising Manager, The St. Paul 
Dispatch-Pioneer Press, St. Paul, 
Minn. 


Moving Made Easy 


Advice on how to solve your moving 
problems and set up in your new office 
and home with a minimum of eftort 
and delay. A check list helps keep tabs 
on general details. Included are identi 
fication stickers and instructions in 
how they can be used with an identi 
fication chart for room location at 
destination; suggestions and aids to 
the shipper in the form of change-of 
address cards; city maps; road map 
from origin to destination; tips on 
how to prepare a travel kit to suit the 
mode of travel; notification check-off 
cards and letters to utilities, milkman, 
laundry, post office, newspapers, maga 
zines, fraternal organizations, profes 
sional services, banks, insurance com 
panies, charge accounts, etc. For your 
copy of “Pre-Planned Moving” write 
to James Jolley, Sales Manager, 
United Van Lines, Inc., Maplewood 
Industrial Court, St. Louis 17, Mo 


Black 


Texas Counties spot 


oreas show 


lighted in Texses 


issues ond Oklahoma 


tures in The Former 
Stockmon 
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A monthly summary of business 
conditions. It reviews highlights of 
business for each month, and includes 
such subjects as Recent Economic 
Changes, Statistical Summary of Busi 
ness Activity, Assembly-Line Homes, 
Iffects of Tight Money on Home 
Building, Local Illinois Develop 
ments. ‘There are comparative data 
for selected Illinois cities. You may 
receive your copy of “Illinois Busi 
ness Review” each month by writing 
to V. Lewis Bassie, Director, Bureau 
of Economic and Business Research 
University of Illinois, Urbana, III 


Birth Rates Among Negroes 


They have been consistently highe: 
than among whites, according toa re 
cent survey. In 1949 the rate per 
1,000 in the Negro population was 
32.6% as compared to the 23.6% 
among whites, and since 1935 there 
have been significant increases: 1935, 
5.8% per thousand; 1945, 26.6% 
1949, 32.6%. This has resulted in far 
more children per Negro household 
than among whites. The report in 
cludes data on number of male and 
female children under five years, five 
to nine years, and ten to fourteen 
years ; comparison of Negro-white con 
sumption patterns by city and income. 
Copies of “Negro Baby Market”’ are 
available from John H. Johnson, 
Publisher, Ebony, 1820 S. Michigan 
\ve., Chicago 16, III. 


The Function of Profits 


Although most Americans believe 
profits amount to about 25% of sales 
and would regard 10% as a “fair” 
profit, the actual profit per dollar of 
sales in American industry generally 
averages 5% or less, according to a 
report released by Harry Bullis, chair 
man of the board, General Mills, Inc 
to Chamber of Commerce of the 
United States. It analyzes four dif 
ferent functions of profits, and ex 
plains why reported business profits 
can be misleading. The basic fun 
tions of profits, the report points out 
are: (1) a method of organizing eco 
nomic activity, sparking and energiz 
ing human enterprise ; (2) stimulat 
ing risky, uncertain and innovative 
undertaking; (3) allocating human 
and other resources to the most useful 
purposes; (4) cutting costs and mak 
ing resources go as far as possible. A 
copy of “Profits — Something for 
Everybody” (50c a copy) may be 
obtained from Emerson P. Schmidt, 
Director, Economic Research Depart 
ment, Chamber of Commerce of the 
United States, Washington 6, D. C. 
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Always favorites, Blue Bell 
Wra ngler western jeans 
are currently riding 


anew wave of popularity 


BLUE BELI 


® 


uality wears well! 


Good letterheads make friends — and keep them—be 
cause they inspire confidence and create important and lasting 
impressions. Take the Blue Bell letterhead—its fine quality 
Strathmore paper makes it stand out in the mail on any desk. Add 
this plus factor to your letters to help them make and keep friends 
for you. Your supplier can assist you in producing a letterhead 

on Strathmore, of course—that will impress your correspondents 


favorably and wear well with them. 


Biue Bell, Incorporated makes clothing that wears well 
indeed. Famous for its Wranglers for the whole family, Jeanie 
play clothes, blouses, and jeans for girls and women, and work 
clothing for men, Blue Bell is responsible to a large extent for the 


nation’s leisure and work time comfort. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT TRATHMORE SCRIPT 
THISTLEMARK BOND, ALEXANDRA BRILLIANT, BAY PATH BOND STRATHMORE WRITIN 


STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN. STRATHMORE BOND 
ONION SKIN. STRATHMORE BOND AIR MAIL, STRATHMORE BOND TRANSMASTER, REPLICA 


Better Papers are made with Cotton Fiber 


Prominent Users of Strathmore Letterhead Papers: No. 129 of a Series 


STRATHMORE 


Makers of Fine Papers 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASGACHUGETTS 


Let's Take a Look at the Pitfalls 
in Diversification 


{continued from page 30) 
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The Cost-per-Call Fallacy 
The dis 


he reducing his selling costs 


ersifier sometimes theorizes 


having one territor, " carry 


( nques 


mire | ited product lines 


onably his sales and analysis will 


show a healthy reduction in the cost 
per-call of his integrated sales force 
conclusions may be 
This 


control meas 


but erroneous 
drawn trom the bare figures 
useful 


uring salesmen’s efficiency in a 


ordinarily 
single 
product company requires a new in 
terpretation I in integrated sales 
operation 

\ salesman handling the diversified 
products of subsidiaries A, B, C and 
1), for instance, calls on a buyer and 
A. He 
other 
‘The cost-per 


recelve an order for produ t 
sful in 


o the 


selling the 
buyer 
ord of the salesman in this in 

will be good if his visit is re 
orded as a single call, and his ex 
penses will show up as normal for 
the amount of business received. But 
vhat about the true sales costs of 
products B, C and D? Part of his 
should logically be appor 
tioned to subsidiaries B, C and D 
even though no orders were received. 
In reality 


{ <perise 


the cost per call per prod 
ict is the true control factor, and it 
may be inordinately high for the total 
business 
actually 


analy SIS 


received instead of low as 


recorded In the sales cost 


One Penalty of Diversification 


\ concrete instance of buyer re 
sistance as a direct result of diversi 
fication is well known in a certain 
industry which shall be nameless here. 
Company C had been selling a large 
buyer the major part its output 
over a period of years. It was a sweet 
iccount, and profits were good. 

In the process of absorbing a tax 
loss company, Company C took over 
I), maker of a wholly un 
related product. Company D had also 
been elling the same buyer for years 
Ihe sales manager of Company CD 
illed on the 


agent of the 


Company 


general purchasing 
buying company and 

ged him to increase his purchases 
of the DD product on the grounds that 


tormer D Company was now in 
tter financial position to handle his 
olume. He was dumbfounded at the 
reception his proposal received. The 
general purchasing agents reaction 
Was along these lines. 
| have just reviewed our pur 
chases from both companies over a 
period of years. It has been a sub 
tantial amount for each company 
But now that vou are one company 
instead of two, I feel that it is too 


big a percentage of oul total pul 


chases. Our policy has always been 
to spread our purchases over a rep- 
resentative number of suppliers rather 
Under 
this policy we are going to discontinue 
D products from 
you, and place them with another 
company.” Diversification in this in- 
stance led to a direct loss of volume. 


than to concentrate on one. 


our purchases of 


Making Competitors 
Out of Customers 


The wider the diversification, the 
more certain it is to trap the unwary. 

A company, tor instance, has been 
selling gadgets for many years to the 
widget industry. It has many cus- 
tomers among widget manutacturers. 
In the course of its diversification 
program, the company acquires a sub- 
sidiary whose chief product line is 


What 


through its acquisition of 


widgets. happens now? ‘The 
company 
a widget factory, actually becomes a 
competitor to its erstwhile good cus 
tomers. It now takes super salesman- 
ship to hold the accounts, if they can 
be held. If the diversification pro- 
gram is wide-spread enough to cover 
make com- 


petitors out of many customers 


many industries, it may 


The Approach to 
Diversified Markets 


The successful manufacturer of a 
single product line never loses sight 
of his market. His success depends 
entirely on his cultivation of it. He 
is constantly seeking to improve his 
approach to it through more efficient 
sales contacts and advertising. His 
penetration of that market is jealously 
guarded. ‘he operating head of a suc- 
cessful single product company knows 
his market as intimately as his sales 
manager and his territory man. 

Che trap into which the diversifier 
may easily fall is to consider his sev- 
eral individual markets as 
unit. If his 


twenty or thirty basi 


a single 
diversification covers 
product lines 
his tendency is to try to develop a 
common denominator by which he can 
factor all of the individual markets 
and establish a unified sales policy. 
His viewpoint from the top is to 
tally different from the viewpoint of 
the buyers to whom he wants ‘to sell 
his wares. These buyers at the broad 
base of his diversified pyramid have 
nothing in common from a product 
corral 
ill-embracing structure 


standpoint. ‘The attempt to 
them in an 
falls far short of successful merchan- 
dising. Each of his twenty or thirty 
product lines must be treated as an 
with an individ- 
ial approach to each market, in or- 
ler to stave off the encroachments of 


ndividual business, 


ompetition Lhe buyer does not care 


i rap for a blanket approach 
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No. | in circulation 


The Journal has the largest circulation of 
any magazine edited for women. For the 
first six months of this year, circulation 
averaged 5,440,000 up 270,000 over last 


' 


year's average, and up 625,000 over 1955 


No. 1 in newsstand sales 


In voluntary, single-copy sales at the new 
stands, Ladies’ Home Journal leads all othe 


women's magazines by a wide margin 


No. | in advertising revenue 


Journal advertising revenue for the first six months of. thi 
year was over $15,000,000—up 17.5% over the same period 


a year ago! 


No.1 in important P.1.B. classifications 


Ladies’ Home Journal continues to lead in advertising revenue 
among all magazines edited for women in important P.1.B. classi 
fications. ‘To name a few Toiletries & Toilet Goods; Drugs & 
Remedies; Food & Food Product Household Furnishing 
Soaps, Cleansers & Polishes 


No. 1 in merchandising 


Ladies’ Home Journal continues to lead in merchandising, with 


continuous and widely used retail promotion services for groce: 
drug, appliance, home-furnishings, jewelry and department 
tores. Each is designed to help retailer ell more Journal 


advertised product 


The No.1 magazine for women... 


JOURNAL 


No. 1) in circulation * No. ah in newsstand sales *# No. ia) in advertising revenue * 


o. 


Esther Williams 


| Swimming Pools 


ign of @ 
Smart 
usinessman J 


He tanding proudly by his 
Esther William Swimming Pool 
Distributorship sign because he 
knows he's made a smart deal, 
Many men all over the country are 
making good money in this great 
new business 


Big Promotion...Fast Action...Now 
Full-page ads in “Life setter 
Homes and Gardens” and other 
media—NBC-TV—and sensational 
tic-in with Pepsodent now paying 
off in loads of leads, You start fast 
and set up your market for big 
promotions coming, Heaters make 
for year-round selling 


Installation Simplified 
All concrete pool. New designs 
and techniques make installation 
no problem, Complete, finest 
quality pool equipment, exclusive 
features and Good Housekeeping 
Seal make sales Cusy 


And Esther Williams, Too! 
The greatest name in swimming 
sets you up as the leader in your 
area a8 soon as you hang up your 
sign. Esther Williams is the magic 
name that gives you prestige, prod 
uct identity and sales 


Exceptional Profit Picture 
Big sales this year and bigger years 
ahead assure big profits. Five 
figure investment needed for 
working capital varying with area 
potential. You stock and sell our 
dealers. We furnish complete sales, 
advertising, installation procedure 
The Time To Start Is Today! 
It's easy to get started. Write to 
International Sewimming Pool 
Corporation, 99 Court Street, 
White Plains, N.Y 


gameation in the industry 


Dealerships Also Open 


Largest or 


ESTHER WILLIAMS: 
SWIMMING POOLS 
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Product Displays 


‘The subsidiary company that has 
been absorbed into a diversification 
merger should continue with its own 
exhibits in the trade shows of its own 
industry, and confine itself strictly to 
that orbit. A display of unallied prod 
icts which have become first cousins 
by marriage will detract from the 
pecific interest of the show visitors 
instead of adding to it. 

\ strong temptation exists to boast 
about bigness and _ diversification. 
[here is a time and a place for such 
flexing 
but it is definitely not in a trade show 
for a particular industry. “Bigness 


chest expansion and muscle 


has never been recognized as a mo 

tor buying. It can never replace 
quality, service, and integrity in the 
buyer's mind, nor does it induce hin 


to overlook those qualities 


Surrender Or Lose Anyway 


‘The diversifier sometimes faces an 
unlooked-for dilemma when he adds 
a new company to his portfolio. One 
of his profit-making subsidiaries, for 


instance, distributes its products en 


tirely through jobbers, and has given 
the line exclusively to a distributor 
on the Pacific Coast or some other 
large egment of the country. “The 
distributor's coverage is excellent, the 
volume has been consistently good 
over the years, and loss of the ac 
count would be a serious blow. The 
distributor also several 
other manufacturers in complemen 


represents 


tary lines which are not competitive, 
and has built up a high volume in all 
of his lines through intensive culti 
vation of his jobber clientele. He has 
a large investment in warehouse fa 
cilities and his organization. 

The diversifier now buys an at 
tractive tax-loss company whose prod 
uct is competitive with one of the 
distributor’s other lines. A problem 
arises immediately. ‘The distributor 
cannot be expected to throw out the 
line he has built up over the years, 
and take on the diversifier’'s new 
product. His investment in the old 
line is too substantial to do it, and 
he alone has been responsible for its 
through his promotion 
over a long period. His trade name 
may even be identified with the prod 
uct. He is reluctant to abandon it 
Tage hand it over to someone else on 
he silver platter. ‘The new line does 
not have the same acceptance, and he 


acceptance 


stands to lose in more ways than one 
if he makes the change. If the issue 
is forced, he would rather give up the 
original product the diversifier ac- 
quired and turn to a competitor's 
line in place of it. 

What does a diversifier do in this 


instance? If he pushes his new line 
aggressively through another distribu- 
tor, he incurs the bitter enmity of 
this one and jeopardizes the account. 
If he does not push it, he is sur- 
rendering a large portion of the sales 
potential of his new subsidiary in or 
der to hold his previous position. 

Even if a truce ot some sort Is 
agreed upon, the situation is not 
healthy. The diversifier’s salesman 
who is assigned to work with the dis 
tributor and his jobbers finds himselt 
in an untenable position. In the 
course of his trade calls with the 
jobbers’ territory men, his interest 
must theoretically stop with the origi 
nal product line. His allegiance is di 
vided. On the new product line he 
owes his loyalty to another distributor 
and jobber set-up. He may go back 
to the same trade prospects with the 
second distributor's territory men 
and if the calls result in sales, all hell 
breaks loose. 

Even though separate salesmen are 
assigned to the two distributor ac 
counts, hard feelings are generated 
every time a substantial piece of busi 
ness is taken by the distributor for 
The diversifier’s integ 
rity is questioned. ‘There is always 
the suspicion that Salesman #1 tipped 
off Salesman #2 about the prospect 
out of primary loyalty to his em 


the new line. 


ployer. 

The other horn of the dilemma 
carries just as sharp a hook. If the 
diversifier elects to promote his new 
line through specialty salesmen sell 
ing direct to the trade, he is no better 
off in his relations with his long 
time distributor. Distributors and job 
bers are notoriously opposed to spe 
cialty sales competition. The diversi 
fier’s choice narrows down to some 
form of surrender if he wants to hold 
his original account, or some form 
of subsidy to the distributor to offset 
his losses if he takes on the new line. 
If he chooses the latter course, his 
legal department will remind him 
that there is such a thing as a Robin 
son-Patman Act. The alternative 
move is to resign himself to the loss 
of the account and start from scratch 
with a new sales set-up. Any way you 
look at it, diversification has exposed 
him to a new hazard. 


IT. The Pitfall In Engineering 


A well concealed pitfall in the re- 
duce-and-save policy of the diversifier 
lies in the urge to consolidate the en- 
gineering talent of the various sub- 
sidiaries. Duplicate research facilities 
and the engineering staffs are seen as 
a fertile field in which to reduce- 
and-save. Falling into this trap is not 
an unpleasant experience, and it may 
be two or three years before the di 
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WHAT'S GOING ON AROUND HERE, BOSS? 


“LOOK AT THE LIST OF NEW CUSTOMERS WE’VE ADDED, 

WE’VE NEVER HAD SO MANY SALES — SO FEW CREDIT TURNDOWNS. 
THE MEN SAY IT’S BECAUSE YOU BOUGHT THOSE 

DUN & BRADSTREET STATE EDITIONS FOR THEM.” 

The State Edition is the sales tool all salesmen need to increase sales — to concentrate 
effort on the best prospects. In one easy-to-use, pocket-size handbook they have the names of 
business concerns with line of business, age of business, and usually a rating showing financial 
strength and credit appraisal. Try them for your staff. Even your top salesmen will better their 
records when they work from the facts in a current July State Edition. For further information, 
fill in and mail the coupon below. 


I'm interested in your State Edition Please send full detail 


DUN & BRADSTREET, inc. including prices. No obligation on my part, of course 
I I 


Department 11 Individual 


99 Church Street Compar 
) many 


New York & N. Y 
Address 


City Zone 
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versifier become Wal that he has 
been snared. 

A manufacturer's stock in trade is 
the quality of his product. His repu 
tation tor modernization and im 
provement of it over a sustained pe 
riod ts maintained by concentration 
and continued research by engineer 
ing specialists. Product development 
and constant watchfulness are essen 
tial in holding a Competitive position, 
Accounts which are lost through a 
dilution of effort in this phase of 
operation may never be recovered. 

Product obsolescence is an eroding 
factor which is so gradual that it is 
eldom noticeable to a chairman of 
the board or to a board of directors. 
It does not show up on the operating 
\ backward look 
reeping paralysis is taken only 
after sales have declined to a_ point 
where a 


tatement as such. 
it the « 


ompetitors gains stand out 
clearly Ihe time lag in trying to 
recover i because or 
obsolescence may be disastrous. New 


product are not 


position lost 


engineered over 
night nor are they tooled up and put 
into production in a month’s time. 

If there is one division of a diversi 
fied operation that needs letting alone, 
it is research and de eloy ment. Each 
product line demands its own spe 
ialized rese a4 h and dey elopment ta 
ility to keep it on a par with com 
petitors who are devoting full time to 
capturing the market with up-to-the 
minute wares Ihe engineer who Is 
forced to flit from one design board 
to another and familiarize himself 
with wholly unrelated products would 


have to be another Edison to turn 
out a challenging désign in each of 
the unrelated lines. Customer ac- 
ceptance of a product in today’s com- 
petitive market too often hinges on 
the relatively small refinements which 
are added almost day by day to stimu- 
late the market's continued interest. 

‘The trade reputation of a diversi- 
fied company may eventually drop to 
the level of its weakest product line. 
The buyer who has been satisfied 
with product A over a period of years 
may be induced to buy product B 
because of his satisfactory experience. 
If product B meets his expectations 
in quality and service, all is well; 
diversification can be credited with 
an increase in sales and profits. But 
let product B be inferior to the com 
petitive product the buyer has been 
purchasing. He is not only vociferous 
in his denunciation of product B, he 
subconsciously questions the quality 
of product A, He may even decide 
to re-evaluate it on the grounds that 
diversified supplier has 
failed to keep abreast of the market 
in one product, his ability to keep up 
in other lines should be re-examined. 


since the 


A strong product in one line will 
not necessarily carry a weak product 
in another, even though offered by a 
reputable diversified company. ‘he 
corollary of this statement is, how- 
ever, only too true. ‘The weak prod 
uct will tear down the strong. ‘The 
trade reputation of the entire diver 
sified line is more likely to drop to 
the level of the weakest product than 
to be pegged at the stronger point. 


The reason for this is understandable. 
Our faults are magnified and become 
the subject of gossip; our virtues are 
less often talked about. ‘They are 
taken for granted. The grapevine of 
trade information that winds its way 
throughout the purchasing fraternity 
emphasizes the importance of avoid 
ing this pitfall like the plague. 


III. A Pitfall In Accounting 


In trying to determine actual ex 
penses, erroneous 
easily be drawn from a given set of 
figures. ‘This is particularly true 
where inter-company activities at the 
sales level are combined in joint rep 
resentation in the field. 

Product integration is accomplished 
by the common use of manpower and 
office facilities for several subsidiaries 
in the field. It is accepted practice to 
prorate such joint selling and branch 
office expense among participating 
subsidiaries on the basis of the value 
of orders received or on the estab 
lished sales quotas. While this may 
appear to be sound accounting prac- 
tice, acceptable to management, it 
often gives a distorted picture of 
actual conditions. 

The territory man, for instance, 
who has been assigned three product 
lines for subsidiaries A, B, and C, has 
his salary and expenses prorated 
among them according to the account 
ing formula. Branch office expenses 
are prorated on a similar basis. The 
P & L statements of the three sub 
sidiaries stem from these and other 


conclusions may 


1939-1957 


. 


J | 
| deeiccmatiamendioanaameieomten 


INDUSTRIAL SALES AND INVENTORY noes pores 


} 


per Month Secsonolly Adjusted 


Soltor 


of 


Manulacturing Sales 


Manutacturing Sales Adjusted 
for Price Change 


Prd 
en ees aa 


Peisnipy Ayjoucsoes ‘YivOW 40d s1010Q jo SuOHE 


SON OD 


| tinainndanle 


industrial shipments sagged slightly in June following the 
movements of the FRB Index of Industrial Activity which 


has failed to register a rise in real output for the last 10 


86 


months. Auto and steel outputs will drop slightly in July 
in accordance with the usual seasonal shutdowns of the 


respective plants for vacation and inventory check. 
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Here’s the inside story of why men 
on the go pick the Kodascope Pag- 
eant 16mm Projector... 


You may have noticed how often men 
on the move use movies. 

That’s natural because films teli and 
sell so well. 

Equally important to the man on the 
move is the right projector. That’s why 
so many travelers are turning to the 
Kodascope Pageant !6mm Sound Pro- 
jector. 


3 good reasons 
First, they find the Pageant Projector 
truly portable. (Single-case models are 
suitcase size.) Second, every Pageant is 
lubricated for life, ending forever break- 
downs due to improper oiling. 

And third, just about everyone finds a 
Pageant Projector easy to use. No muffs, 
fluffs, or false starts, because this pro- 
jector has folding reel arms, attached 
drive belts, printed film path, and one 
switch for forward and reverse. 
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Have Projector 
... Will travel 


With the Pageant’s Super-40 Shutter 
you get 40°%% more screen illumination at 
sound speed than with standard shutters. 
This gives you bright, sharp images filled 
with detail, even when rooms are hard 
to darken. 


Quiet operation 
And Pageant Projectors have fine sound 
fidelity—a well-baffled speaker and true- 
rated amplifier. Nylon gears make for 
whisper-quiet operation. Result—you 
“*hear,”’ as well as see, the picture! 


Traveling—or staying at home—you'll 
find the Kodascope Pageant Projector 
provides effective showings for your 
16mm films, every time. So take a tip 
from the travel-wise—pick a Pageant, 

Whatever you use films for—sales, en- 
tertainment, training—there’s a Pageant 
to do the job. A nearby Kodak Audio- 
Visual Dealer will demonstrate at your 
convenience, Or write for details. Your 
only obligation is getting the most from 
your movies. 


EASTMAN KODAK COMPANY 
Dept. 8-V, Rochester 4, N.Y. 


Please send me complete information on the new Kodascope PAGEANT 


NAME 
ORGANIZATION 
STREET 


city . 
(Zone) 


1émm Sound Projectors, and tell me who can give me a demon 
stration. | understand | am under no obligation. A 
TITLE : 
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repeat 
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however 


may be meeting 


resistance due to competi 


the 
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product inferiority, and 
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without a concentration of time and 
efiort Line \ 
elf policing 
most ot hi 
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pecialized 


virtually 
© the salesman puts in 
He finally 

igned quota through this 
eftort 
he ha 


and B are 


time on line C, 


and his sales re¢ 
fulfilled his 
in all three lines. He is given a pat 
on the back with his bonus 
check, and the P & L statements ot 
ub idiaric > A B 
mal ale 


Now 


by several other territories where the 


ord show quota 


ilong 


and C show a nor- 
expense and profit. 

multiply his selling expense 
anne 


competitive conditions prevail, 


and it is easily seen how distorted the 
picture Subsidi 


A and B have not only given a 


actual has become. 


arie 
they have 


uffered in the loss of increased sales 


free ride to subsidiary .. 


olume which they would have shown 
it the salesman had given them that 
proportion of his time for which they 
were Subsidiary C, on the 
proudly net 
would exist if the 
elling costs were reflected. If 
the truth 


charged 
hand 


which 


other boasts a 


proht not 
real 
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were know 1 


of director they might justly decide 


to dump subsidiary C as a loss opera 
tion instead of regarding it as another 
fertile egy in the diversified nest. It 
easy to kid one’s self 
realistic formula for determining sell 
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1 dvertising 


sales, there is 
the club 
buyers. [his 
booby trap usually takes the form of 
o-called “institutional 
While a amount of it may 
bye palatable to the trade and to the 

the 
it in his eagerness 
most out of his 


vertising dollat 


ertising, as in 
t trong temptation to use 


ol bigne to coerce 


advertising.” 
moderate 


veneral diversihier too 


public 
often overdo 
get the combined 
limphasis on “bigness,” or on “di 
versihed 


punch ot 


interests, merely lessens the 


the anessage directed to a 
particular industry or group of buy 


ers in a trade publication. Selling by 
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advertising 
from selling in person, and the boast- Mr, 2 
ing salesman is seldom at the top of A manufacturing corporation 1s 1n 
business primarily to make and sell 
products at a profit over a period of 
‘That is basic to our concept 
The statement applies 
with equal force to a group of corpo 
rations under common stock owner 
Short-sightedness in planning 
for the individual corporation or fot 
the group of companies in a diversi 
fied enterprise leads to the same re 


the 


glorification, and its 
moting healthy trade relations is ques 
tionable. 


V. 


Some of the pitfalls attendant upon 
diversification are inherent in the na- 


ture 
prise 


list. 
often interpreted as a reflection of 
the desire of the advertiser for self 


s. Others stem solely from inte 


does not differ greatly 


fused. 
Boastful advertising is too 


years. 


value in pro of business. 


. ship. 
Diversification Per Se vs 


Integration 


sult: failure to achieve profits. 


of the consolidation of enter ‘There are two courses 


Advertising the Edsel: 
A Sales Manager Weighs the Job 


(An excerpt from an address by Robert F. G. Copeland, assistant 
general sales manager, Edsel Division, Ford Motor Co., before the 
National Advertising Executives Association, June 18.) 


We just cannot get along without advertising. It’s that simple. As 
of right now, we do not have a single loyal owner. 

As of right now, we do not have one family listed in an “Edsel car 
population” count, while some of our competitors have well over a 
two-million car owner population, and as of right now, | cannot tell 
anyone where to go to see an Edsel. 

And before we can ever get even a tiny “share of the market,” we 
have to establish a “share—and a state—of mind.” 

So advertising must do five things for us quickly—and do them 
well: 

1. There are no Edsels on the road. Our advertising must make them 
familiar. 

2. No one knows where the Edsel fits. Our advertising must place it 
in the status scale. 

3. No one knows what the Edsel costs. Our advertising must help 
select its market. 

4. No one has any idea what the Edsel can do. Our advertising 
must “demonstrate” with facts. 

5. There has never been any such thing as an Edsel before. Our 
advertising must make it real. 

Those last 75 words—on those five points—put the case of Edsel’s 
dependence on advertising just as clearly as | know how to Say it. 

Of course, a lot depends on how we tell our advertising story. Here, 
we have an unlimited opportunity, for our advertising is sure to be 
the most closely read of any automobile advertising this fall. This 
is because it will be real “news.” 

it is a golden, once-in-a-lifetime chance for us to win friends, and 
make new owners, if we don’t louse in our advertising ap- 
proaches—and if we don’t try to “overdo” it or “press” a good thing 
too far. 

We don’t 

This is our one chance to be different from every other automobile 
advertiser, And we have this opportunity only as long as the Edsel 
is real 


it up 


intend to make that mistake. 


news. 

| think | can best sum up our advertising plans by saying: We are 
not trying to make our advertising exciting as such. We are trying to 
present an exciting automobile. We hope no one will talk about our 
advertising—but that everyone will talk about the Edsel car that 
is being advertised. 


This is a vast and vital difference. 
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gration. The two are sometimes con 


which 
group of diversified companies under 


5000 A YEAR 
MINIMUM 


FROM FARMING! 


Here is the coverage FARM JOURNAL affords among farm 
operator households with farm incomes of $5000 or more: 


EASTERN EDITION..... 
CENTRAL EDITION 

SOUTHERN EDITION .. . 50.9% 
WESTERN EDITION .... 58.1% 


69.2% of the farm operator households in the United States 
with a farm income of $5000 or more subscribe to one of 
FARM JOURNAL’s four regional editions. 


Bought and read by more than twice as many farm families 
as any other publication, FARM JOURNAL gives farm 
families everywhere what they want, need and can’t get 


anywhere else. 


FARM JOURNAL 


One of the nation’s truly great magazines * More than 3,500,000 subscribing families 


Graham Patterson, Publisher Richard J. Babcock, President 


con n stock ownership can pursue shows up largely in its stronger over- not be blamed for failure to pertorm 
One is to recognize each of the sub all financial position, and in its guid- creditably. If the subsidiary proves 
sidiary Companies as an autonomous ance by a holding company board of unprofitable, it is easily detached 
enterprise, and let it strictly alone to directors with a broader vision than from the portfolio and disposed of 
battle its way within its own indus its former isolated board. It shares without complications. Autonomy has 
t Lhe other is to integrate the many benefits of the consolidated much in its favor. 

companies and look upon them as a position, such as insurance, without When the operations of a group 
new entity, using their facilities and any sacrifice of autonomy. It remains of subsidiaries are consolidated or 
organizations interchangeably insofas free and flexible in sales and service integrated, certain advantages accrue 
as possible. policies. No cutting and fitting is in the process if it is kept within rea 

The autonomou ibsidiary com required to square its operation with sonable limits. Duplications in man 
pany, having a single product line that of a sister company. And_ its power and facilities can be eliminated 
ind operating as a detached unit pre operating head is responsible only in many instances without loss of 

undivided strength to com to the holding company manage- strength. While some of the advan 

the same industry. Its ment or board of directors. Divided tages of autonomy are lost, a judi 

related subsidiaries interest or inter-company friction can- cious amount of integration may 

more than offset the sacrifice. “The 

problem appears to be in knowing 
just where to draw the line. 

In a fairly large group of diversi 
fied companies, the rule of thumb 
might be stated as: Only those sub 
sidiaries having an obvious common 
denominator can be successfully inte 
grated. ‘This common denominator 
may be the product line, markets, o1 
methods of distribution. Comple 
mentary products sold to the same 
general class of trade through identi 
cal sales methods lend themselves to 
an integrated program. 

Application of our rule of thumb 


to a large group of subsidiary com 
panies indicates that the most prom 
ising approach to the overall market 


is: autonomous operation of those 
where autonomy best meets competi 
tion, and integration of those having 
a common denominator. Complete 
integration stops at the top executive 
level with all subsidiaries. Partial 
Wi WORCESTER y integration is prescribed for subsidi 


aries having a common denominator. 


Only Boston A sound top management structure 

“ exceeds Worcester to outline general policies of the 

WSS. 4 group is essential to the compromise. 
Such a management, whether it be an 


individual or a board of directors, 
must hold itself aloof from actual 
operation of the subsidiaries in order 


to be fully effective. It must be in 
0 position to act as judge and jury to 
sd the operating heads of the subsidi 


intensive coverage by aries. A cardinal error would be to 


include any of the operating heads 


the Telegram-Gazette on the board of directors. The func 


tions of the operating heads should 


160.531 Daily? stop at the operating level. ‘heir 


. participation in overall policy-making 
106,655 Sunday ' is most effective if confined to par 
sini eat ta ticipation in an executive council 

Publicher'a Statement all operating heads to explore areas 

of common inter-company interest 

and to make the necessary policy re 

ommendations to management for the 

common good. Confusion in allo 

cating responsibility at this level is 

detrimental to smooth operation, and 

is a pitfall of diversification that is 
outlined in red ink. 


The Worcester 


TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 


Howord M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc, 


Notional Representatives 


The End 
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WE'VE GOT WHAT IT TAKES 
TO GET YOU 
OFF THE HOOK 


if you are hung-up over 
Merchandising at the Point-of- 
Saie—we would like to get you 
back on firm footing with solid 
down-to-earth heip. 

First of all, we are specialists. 
For more than half a century, 
Chicago Show has devoted its 
talents to one phase of advertising: 
Producing merchandising 
programs that seli hard at the 
point-of-sale. We like to think of 
ourselves as a ‘House of ideas," 
converting sound sales ideas into 
dynamic merchandising programs 
designed to increase traffic at the 
retail level yet tied in closely with 
your overall promotion scheme. 

Our nation-wide staff of experts 
wantto sink the/r hooks into your 
point-of-sale problems. We can 
follow through on every detalii — 
from idea conception to job 
completion-—-for a single display, 
or @ year-round display program. 
How about taiking your problems 
over with us today. We'll show 
you how to get action where 
it counts at the cash register. 


Merchandising « the POINT-OF-SALE 


® Lithograpned displays for indoor and outdoor use * Animated Displays 


® Cloth and Kanvet Fiber Banners and Pennants ¢« Mystik*® Geif- Stik Diapiays 
© Mystik*® Can and Bottie Holders * Mystik* Geif-Stik Labels « Squee-zei* 


* Econo Truck Signe ¢ Booklets and Foiders ¢ Moided Piastic 


CHICAGO SHOW PRINTING COMPANY, 2660 N. KILDARE, CHICAGO 38 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Broadcasting 
Company, Inc. . 
Thomas C. Harrison elected 


arge of radio network 
ne ¢ W yvatt promoted 


iles manager for IV network 


ACF Industries, Inc... . 
John A. Curti 


‘ 
inaye ol lon [i on 


. 


appointe d 


sales, appointed v-p for Bigelow mar- 
keting. 


Chicago Show Printing Co.... 
Morrie Mumma made sales pro 


motion Manager. 


Chrysler Corp.... 
James Cope becomes v-p corporate 


market planning. 


Federal Pacific Electric Co. ... 
Robert L. Bobo named general sales 


Manager, 


Heublein, Inc. ... 


of Food Division. Leaves job of v-p 
of merchandising and advertising for 
Johnson & Johnson. 


Hyster Co. ... 

Robert F. Moody appointed do 
mestic sales manager, industrial 
trucks; Raymond L. Howerton be- 
comes sales promotion manager; Ray 
M. Ronald boosted to domestic sales 
manager, tractor equipment. 


Ingraham (E.) Co.... 
Edward L. Taylor, general sales 
manager, named v-p in charge of 


sales. 


Kkdward G. Gerbic announced as 


Bigelow-Sanford Carpet Co., Inc... . 
Robe rt W 


Howison, former \ p 


p of company and general manager 


FOR UNMATCHED COVERAGE OF 
STEUBENVILLE-WHEELING soon 


International Minerals & 
Chemical Corp... . 

Anthony E. Cascino elected v-p in 
charge of marketing. 


Kellogg Co.... 

Lyle C. Roll elected president and 
general manager. First a salesman for 
Kellogg in 1927, has been executive 
v-p since 1953. 


Landers Corp. ... 

James L. Davison appointed to 
newly-created post of director of sales 
planning and market analysis. Charles 
M. Scholz, Jr. becomes general sales 
manager. 


WSTV-TV 
CBS-ABC * 234,500 WATTS 


Martin (C. J.) & Sons, Inc. ... 


W. L. Hall made sales manager. 


McCall's... 
Norbert Hofman, Jr. joins maga 
zine as general promotion manager. 


Olin Mathieson Chemical Corp... . 

James J. Clarke named sales man- 
ager for Ramset Fastening System 
Div. 


Riegel Paper Corp.... 

Frederick S. Leinbach, former v-p 
& general sales manager, elected ex 
ecutive v-p. 


hh . 
| 
© Stee. center OF 


HERE ARE THE FACTS: 


STATION — Covers 320,957 TV homes in 30 counties of Ohio and W. Virginia. 
62% more tower — 53,538 more TV homes than the Wheeling station. Lowest cost per 
thousand TV homes. Over 80 top-rated CBS and ABC Network shows. Total coverage of 
1,125,500 TV homes, including Pittsburgh. 


MARKET — Center of U.S. steel, coal and pottery industries. Fastest growing 
industrial area in the world. 1,418,800 population. More than $2 billion yearly pur- 
chasing power. Center of the Upper Ohio River Valley, rich in natural resources. 
Includes the highest paid industrial workers in the world. 


Standard Brands, Inc. ... 

Philip I. Eisenmenger steps to v-p 
in charge of national institutional sales 
post. Frank X. Ragan made v-p and 
ass’t. division manager of Fleisch 
mann Div. 


United States Rubber Co. ... 
Frederick ‘T. Hopkins appointed 
sales manager of industrial yarns and 


Ask for (1) Showing of new color slide film, “How to Make Money in the Steel Market.” fabrics for Textile Div. 


(2) Chart, “How to Measure Your TV Results.” (3) “Directory of Retailers and Wholesalers in 


Steubenville-Wheeling Market.” 
an 
WSTV-TV © 
A Member of the Friendly Group 


‘| STEUBENVILLE, OHIO 
WSTV, WSTV-TV, Steubenville: . 
CHANNEL @ 234,000 waTTs KODE, KOOE-TV, Joplin: Willys Motors, Inc. ... 


WBOY, WBOY-TV, Clarksburg I ; ali 
. L. jonhnse app te ales 
eek, Pamenbene ( Johnson appointed sales pro 


WPIT, Pittsburgh motion manager. 


Westinghouse Electric Corp. .. . 

Robert M. Fichter made TV sales 
manager for Television-Radio Div.; 
new position. 


Represented by Avery-Knedel, john j. Laux, Exec. VP. and Gen'l. Mgr, Rod 
Gibson, Nat'l, Sis. Mgr, 52 Vanderbilt Ave. N.Y.C.. MUrray Hill 3-6977 
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DON’T SHOUT... 


a prospect is trying to hear what you say 


You OK an advertisement. It runs in the publications 
your prospects read. It shouts loud and well to attract 
their attention. Nobody responds. 


What went wrong? 


Maybe the ad shouted so loud prospects couldn’t hear 
what it said. Like an announcer over the public address 
system at a carnival. The plain fact is that business 
advertising doesn’t have to shout, shouldn’t shout, and 
invariably does better when it talks quietly and sin- 
cerely to a prospect —man to man. 


There’s a reason for this. You may have 1500 prospects, 
or 15,000, but the only ones who will read your ad half 
as carefully as you do are the handful of prospects 
actively interested in your kind of product today —Now 
—at the very time they run across your message. 


Every farmer needs a tractor, and knows he’ll have to 
buy another some day. But the farmer with money in 
the bank and a broken-down tractor in the middle of 
a ripe wheat field—he’s the one who’s going to study 
all the tractor ads that night, and react...and act! 
It’s essentially the same with your prospects, no matter 
what you sell. Talk to the men who need your product 
now, and tell them all they need to know about it. Not 
as many people will hear the noise, but those in the 
mood to listen will find your message and if your prod- 
uct sounds good, you’ll hear from them. 


THE SCHUYLER HOPPER COMPANY 
i2 East 4ist Street, New York 17, N.Y. 
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Science has hope — 


but hope needs help to find 
CAUSE and CURE of MS* 


HELP FILL 


MS HOPE CHEST 


RESEARCH 
CLINICS 
PATIENT AID 


MULTIPLE SCLEROSIS 
crippling disease of young adults 
National Multiple Sclerosis Society 
National Headquarters 
257 Fourth Avenue, New York 10, N. Y, 
Accredited by National Information Bureau 


NEW BOOKS FOR 
MARKETING MEN 


Books reviewed or mentioned in this 
column are not available from SALES 
MANAGEMENT. Please order from your 
book store or direct from the publisher 


Tested Ways to Close the Sales. 
$y Elmer Wheeler. Published by Harper 
& Brothers, 49 I 33rd St., New York 
Price, $3.95 

Elmer Wheeler is writing here for the 
experienced salesman who needs help n 
closing the sale He has included the 
tricks of the trade he and his Word 
Laboratory have created, gives you sug 
gestions on everything from how to ove 
come fear to how to make the price seem 
smaller. He also 


tells you when to lea 


gracefully—with the order 


The Five Great Rules of Selling. 
By Percy H. Whiting. Published by Mc 
Graw-Hill Book Co., Inec., 330 W 42nd 
St., New York 36, N. Y. Price, $4.95 
Mr Whiting is the director of the 
Dale Carnegie Sales Courses. He's trained 
thousands of salesmen and he wrote this 
hook because he couldn't find one suitable 
his classes. “The Five Great Rules 
the book's title are attention, interest 
onviction, desire and close. Mr, Whiting 
roes into each in detail 


Business Reports, !by Chester R. An 
derson, Alta C. Saunders and Francis W 
Weeks Published by McGraw Hill B ok 
Co., Inc. Price, $6.00 
The authors are associated with th 
Business English Department of the Uni 
versity of Illinois. They have written this 
book to aid the business world in its need 
for 
eports, They provide a basic plan aday 


better, more concise and informative 


table to most types of reports together 
vith helpful, interesting material on o1 


ranization and report writing 


Selling in Our Economy. ! 
R. Tosdal. Published by Rich 


Irwin, Inc., Homewood, Ill. Price, $5.00. 

The author believes (and who will dis 
pute him?) that the selling effort is di- 
rectly tied to the high standard of living 
we enjoy. He has written a definitive book 
on the selling and marketing functions 
in our economy, with an evaluation of 
the part played by advertising. And an 
especially interesting section gives the al- 
ternative organizations of society without 
selling 


Making Your Sales Presentations 
Sell More. By Ed Hegarty. Published 
McGraw-Hill Book Co., Inc. Price 


Hegarty—after years with West- 
inghouse Electric Corp. as director of 
training services, Electric Appliance Di- 
vision—is a sales consultant. The ideas 
he expresses in this book have been 
worked out in classes of salesmen. He 
offers pointers on speaking simply, on 
telling your sales story as quickly and 
easily as possible, and on making the 
demonstration help the sale 


The New Art of Selling. !y Elmer 
(. Letterman. Published by Harper & 
Brothers, 49 I 33rd St., New York 16, 
N. Y. Price, $3.95 

The “extra” something in selling, the 
something that makes of a good, average 
salesman a top salesman is, believes Mr. 
Letterman, imagination. Creative imagina- 
tion, he says, can be cultivated. And 
this man-—long known for his originality 
in selling: He insured Jimmy Durante’s 
nose for $500,000, Eddie Cantor’s eyes 
for a cool million—gives you tested ideas 
you Can start incorporating into your sales 
presentations now. Among his suggestions 
how to establish good selling habits and 
destroy bad ones, how to put creative ideas 


to work for added sales 


How to Win Self Confidence for 
Selling. By James T. Mangan. Pub- 
lished by Prentice-Hall, Inc., 
Cliffs, N. J. Price, $4.95 

A good salesman feels confidence in 
himself or he can’t generate confidence in 
his product. On this premise Mr. Mangan 

one of whose manuals on salesmanship 


Englewood 


sold over 400,000 copies—has built his 
latest book. He believes that by building 
up your self-confidence, you can short cut 
the upward climb to success. And he here 
yrovides a primer for capitalizing on your 
assets, playing down your liabilities, 


ichieving a vital poise 


in this country is coming up in 


COMING 
Tetra Pak Is Here to Challenge 
Paper Milk Containers 


The once unchallenged glass bottle container which has been fighting 
to combat the challenge of the waxed fibre container has still another 
opponent: Tetra Pak, a four-sided container with no closure. The story 
of this Swedish package's introduction and campaign for leadership 
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Allied Van Lines, Inc eons 
Agency: McCann- Erickson, Inc 


American Telephone & Telegraph Company 
(Classified) ‘ 
Agency Cunningham & Walsh, Inc. 


American Weekly creases 
Agency: Grant Advertising, Inc 


Buffalo Courier Express o- 
Agency: Baldwin, Bowers & Strachen, Inc 


Campbell-Ewald Company 


Capital Airlines, Inc. 
Agency: Lewis Edwin Ryan Advertising 


Cappe! MacDonald & Company ‘ 43 
Agency: Don Kemper Company, Inc 


Chicago Show Printing Company bwin 91 
Agency: George H. Hartman Company 

Chicago Tribune . 4th Cover 

Agency: Foote, Cone & Belding Inc 


Citizen's & Southern Bank . , 
Agency: Burke, Dowling Adams, Inc 


Columbus (Ohio) Dispatch 
Agency: Harry M. Miller, Inc 


Container Corporation of America 
Agency: N. W. Ayer & Son, Inc 


Dallas Morning News 
Agency: Randal! Perry Advert sing 


Detroit Free Press 
Agency: Karl G. Behr, Inc 


Dirilyte Company of America, Inc. 
Agency: Baer, Kemble & Spicer, Inc 


Dun & Bradstreet. Inc ‘ 
Agency: Albert Frank Guenther Law. Inc 


Eastman Kodak Company 
Agency: The Rumrill Company, Inc 


Farm Journal, inc 
Agency: Lewis & Gilmar 


Farmer-Stockman , 
Agency: Lowe, Runkle Company 


Fast Food 


The Fauitiess Rubber Company 


Agency: Leech Advertising Company 


Good Housekeeping 
Agency: Grey Advertising Agency 
Green Bay Press-Gazette 
Agency: M & M Advertising, In 


Greensboro News-Record 
Agency: Henry J. Kaufman & Asso 


Jam Handy Organization 2nd Cover 


Agency: Campbell-Ewald Company 
The Schuyler Hopper Company 93 
Hospitals, Journal of American Hospital 


Association 
Agency: Bernard J. Hahr 


indianapolis Star & News 
Agency: Caldwell, Larken & Sidener 
Van Riper, In 


international Swimming Pool Company 
Agency: Wilson, Haight, Welch & Grover 
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ADVERTISERS’ INDEX 


This index is provided as an additional service 
The publisher does not assume any liability for 
errors of omissions 


Saks Monagemenl 


ADVERTISING 


SALES 


VICE-PRESIDENT, SALES 
Randy Brown, Jr 


SALES PROMOTION MANAGER 
Philip L. Patterson 


Asst. to Vice-President, Sales 
Caroline Cioffi 


ADV. SERVICE MANAGER 
Madeleine Singleton 


PRODUCTION MANAGER 
Virginia New 


DIVISION SALES 
MANAGERS 


New York—W E Dunsby, Wm 
McClenaghan, Charles J. Stillman 
Jr, John C. Jones, Elliot Hague 
Howard Terry, Robert B. Hicks, 386 
Fourth Ave., New York 16 N. Y 
LExington 2-1760 


Chicago—C E. Lovejoy, Jr., West 
ern Advertising Director; W. J. Car 
michael, Western Sales Manager 
Thomas S. Turner, John W. Pearce 
333 N. Michigan Ave., Chicago | 
Ill., STate 2-1266; Office Moar., Vera 
Lindberg 


Pacific Coast—Warwick S. Carpen 
ter, 15 East de la Guerra. Santa Bar 


bara, Calif., WOodland 2-3612 


KVOO-TV (Tulsa) 
Agency: Scott's Advertising 


Keeney Publishing Company 
Agency: McLain & Associates Advertis 


Kieen-Stik Products, inc 


Agency: Burlingame-Grossman Advertising 


Ladies’ Home Journal 
Agency: Ocherty, Clifford. Steers & 
Shenfield. Inc 


McGraw-Hill Publishing Company, tnc 
Agency: Fuller & Smith & Ross Inc 


Mill & Factory : : 
Agency: The Schuyler Hopper Company 


National Business Publications 
Agency: The Schuyler Hopper Company 


Newsweek ; 
Agency: Bryan Houston, Inc 


New York Heraid Tribune 


Agency: Donahue & Coe in 


New York News 
Agency: L. E. McGivena & Company 


Oklahoman & Times 
Agency: Lowe Runk 


Ird Cover 


The Philadelphia Bulletin 
Agency: N. W. Ayer & Son, Inc 


hiladelphia Inquirer 
Agency: Al Paul Lefton Company, |r 


Portiand Oregonian 
Agency: Cole & Weber Advertising 


Research Institute of America 
Agency: The Schuyler Hopper Company 


Reynolds Metals Company 
Agency: Buchanan & vompany, in 


The Ronald Press Company 


Sales Management 


Salt Lake Television Stations 
Agency: David W. Evans & Assoc 


Saturday Evening Post 
Agency: Batten, Barton, Dursti 
Osborn, Inc 


South Bend Tribune 
Agency: Lamport, Fox, Prell & Dolk 


Strathmore Paper Company 
Agency: Abbott Kimball Company 


Successful Forming 
Agency: L. E. McGivena & ¢ 


Sweet's Catalog Service 
Agency: Fred Wittner Advert 


The Syracuse Sowepagere 
Aaer y ’ 


Thomas Publishing Compeny 
Agency: N. W. Hud Advert 


United information Service 
Agency: John M i & Comp 


WET (Charlotte) 
Agency: Kincaid 


WDIA 
Agency: Brick M 


WHO (Des Moines) 
Agency: Doe And 


WwSTV-TV (Steubenvitie) 
Agency: The Wexton Company 


Weekly Newspaper Representatives 


Agency: St. Georges & Keyes, Ire 


. 
Worcester Telegram-Garette 
Agency C. Jerry Spau Jing, In 


“Castor-Oil Shortage Coming.”- 
Hleadline. The news won't exactly 
break any youngster’s heart. 
THE SCRATCH PAD . 
If New York is “The Empire 
State,’ does that make the governor 
an emperor ? 


By T. Harry Thompson 


. 
Orthoepy Dep't: Jack Slattery 
pronounces it pro-te-in (3 syllables) 


at ee ' ) 
immer reminds me of a2 sign awning as she a and Art Linkletter says pro-teen (2 


whic h CCN omehow super enjoyed that Nap. syllables ). | he di tionary Is on Jack “ 


Air-conditioned for your ° side. 
What else? (juess a “roll-call” theme for ‘loot ° 
° fe Rolls must have been considered Paul De Kruif says two basic in 
VRIST-WATCH me on vou and discarded gredients are used in the new treat 
’ ° ment of mental ills: 1. A belief in 
Qur fuzzv-minded Pratt Falls cor prayer; 2, Tender, loving care, 
BISON: What a oki \ respondent says sherry should — be breviated in medical circles as “‘ 
I dabted drunk at room-temperature, adding Sounds like good medicine for any 
+ There's danger in your ice, sherry ailment 
off & | anne Philadelphia It’s probably the heat. ) ° 
iraphrases an old saying 7 Speaking of which, | heard of a 
ell is paved with good lime liked a locution here, used it kangaroo who complained to his psy 
is a column-head: “Guided Mis chiatrist that he wasn’t jumpy any 
e ives more! 
Instead of two nan Jell-O) and 
1)-Zerta, wouldn't | simpler mat 
call them Jell-O) (regu 
Jell () dietetic) ? 
‘ The Doctor's Diatribe 


ugvested headline stomach di 
nal ? Pepto Rismol !”’ We met them ata loc al hotel, this personable young doctor and his 


° pretty wife from up-state New York, in town for a convention of chest 


well to put off until tomorrow specialists 
nu: ought not to do at all, it 
here When I told him that I was an advertising man, he said he often 
. 
wondered what he would say if he ever met an advertising man on the 
Ciimbels gets cute with this head 


‘ hoof 
line Don't have a baby until you 


e I encouraged him to sound-off and not spare the horses. 


Herb Dickson sends a railroader’s 
observation “Many a train. of lo quote him verbatim would have publishers, radio networks, and 
thought turns out to be a string of television stations after my s alp before I could Say “Sitting Bull.” To 
mptie say nothing of sponsors! 
7 


lo Wolfe, assistant s.m. of Na 


However, as rabid as my young friend seemed to be on the subject, 
tionwide Advertising Specialty Co 


it set me to thinking. Those of us who are called upon to write quasi 
largest calendar and novelty house in : 
the outh Arlington | exaS. says medi al copy ought to examine our consciences with a microscope before 
‘tejas’’ applies to a tribe of Indians putting words on paper 
and means “friendly,”” which is how 
lexas pot its name My Spanish Regardless of claims a sponsor makes to his agency, there was enough 
teacher stands corrected! 


validity in The Doctor's Diatribe to make me, at least, wish to lean 
over backwards 
lf you miss someone in your 
fam ’ t call them t rht 2" , 
imily, why not call them onight It was the innuendoes ol proprietary copy that got into the medico’s 
asks Bell ‘Telephone, albeit ungram ‘ 4 ; : 
pase Sa hair, more than general statements. Any copywriter who is not afraid 
atic: ) 
e of losing his job can make sure that no implication will lead some 
\nti-pruritic note: For a skin-itch sucker to rely on self-diagnosis. 
that is driving you nuts, try Enzo 
Cal (Crookes). A pink cream in a I’m going to read my own medical copy several times before letting 
tube, delicately scented, and really it out of my hands from here in. I urge my fellow craftsmen to do 
Or Geary likewise 
. 


Hugh Scott tells me about the 
moth that few out of an overcoat, 
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THE DAILY OKLAHOMAN 


THE 
CITIES OF 
OKLAHOMA, 


GREATER 


Oklahoma — yesterday, today and to with distribution in Oklahoma, or with a 
morrow—goes on display this year during branch office there, your story belongs in 
Oklahoma’s semi-centennial celebration of these semi-centennial editions 
statehood Bonus circulation, special promotion and 

The Sunday Oklahoman will exhibit the long life reference value of these editions 
story to the nation in the pages of five make them a golden opportunity for ad 
feature editions during October and No vertisers. Will your goods and services in 
vember. The editions will cover every facet Oklahoma get the boost of advertising in 
of Oklahoma’s growing economic and cul these sections? You can make space reser- 
tural life. If you’re an industry or service vations now! 


Te THE DAILY OKLAHOMAN [aon 


in Circulation, In Prestige The Oklahoma Publishing C 


Represented by 
And In Buying Influence OKLAHOMA CITY TIMES The Katz Agency 
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Why should man’s best friend 
prefer women in Chicago? 


Montmoren y Barnabus of Blenheim was monarch 
of all he surveyed, including davenports, garbage 


cans, delivery boys and Sam Schneidermann 


Now Sam belonged to that great protective brother- 
hood laughingly referred to as ‘‘dog owners.’ 
And Montmorency 


haggy dog 


known to his best . = f 

friend as Barney Cl’ Ler 
ad VA 

was the oA ( a4 


Sam owned 


Sam was also ad manager for Fido-Fodder, well- 
known dog food. And knowing firsthand the heart- 
warming, cold-nose relationship between a dog and 
his man, directed his ads to men—via men’s media. 
gut F.F.’s position in the Chicago market was slip- 


ping —from 11%, to 5°) in 4 years. 


One day Sam called in Joe, who sits up and speaks 
for the Chicago Tribune, to see what he knew about 


Chicago dogs and dog food. Here’s Joe’s report: 


lf man’s best friend knows what’s yood for him, he 
hould prefer women. Why? Because ‘Tribune re- 
search shows that 7 out of 10 dogs are fed by the 

lady of the house —2 out 


7) VAN 
a of 10 by children—and 


Ly 


A 
MM lord and master. Who de- 


only 1 out of 10 by the 


| 


S cides what brand of dog 
food to buy? The little woman in 8 out of 10 families. 


Apparently the queen of the kitchen is as anxious 
to set a dainty dish before her canine friend as she 
is before her king. However, a woman is apt to 
judge and select a dog food by how good it looks 
and smells to her, without knowing much about its 


nutritive values for the dog 


““According to our doggy research,’’ continued Joe, 
“*Fido-Fodder has been barking up the wrong tree 
Evidently the way to a dog’s stomach is through the 
heart of the housewife. So forget about influencing 
lords and masters, and start 


/ 


Zi 
(f? 


ae | 
ay, 
: , ‘ « 4) 
So saying, Joe tipped his hat @ 
and left. And Sam took off - a> 


. 


to cherchez les femmes.”’ 


for home. And you'll never believe what happened 
next morning. When Sam woke up, there was 
Montmorency Barnabus of Blenheim by his bed, 
holding in his mouth a copy of the Chicago Tribune 


“I’ve heard a lot about shaggy dogs,”’ said Sam, 
“but this is the first time I’ve heard of one solving 
an important advertising problem.”’ 


And Barney’s tail just wagged and wagged. 


Now maybe you sell diamonds or diapers instead of 
dog food. But if you want to sell more of them in 
Chicago, call on Joe. Nobody knows Chicago like 
the Tribune. Nothing sells Chicago like the Tribune 
And Joe’s the joe to give the facts to you 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


